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Show Station Show 
1. Gunsmoke KFDM-TV / 6. I’ve Got a Secret KFDM-TV DEI 
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3. Hotel De Paree KFDM-TV 8. Rawhide KFDM-TV 
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4. Red Skelton KFDM-TV / 9. The Millionaire KFDM-TV 


2. Desilu Playhouse KFDM-TV 7. Wanted Dead or Alive KFDM-TV 


5. Wyatt Earp KFDM-TV / 10. Perry Mason KFDM-TV 
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27 ART OR FRAUD? 


Federal Trade Commission’s Kintner discusses the 
do’s and dont’s for tv commercials 


salad tin see LOT OF WEIGHT 


Set replacement and color market make television 
the best medium for selling new sets 





PUBLIC-SERVICE NEED: PUBLICITY 
NBC panel of timebuyers thinks advertisers would 


support shows if more aware of them 





PINPOINTING THE PROSPECT 


Sponsors find all income groups view tv, but each 
has show and time-period preference 
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WHERE THERE’S SMOKE... 


. there’s television, as cigarette firms increase 
use of medium to set sales records 


AGENCY COMMERCIAL PRODUCERS 


An up-to-date directory of producers of television 
commercials in agencies in the U. S. 
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Report to the readers Digest of national activity 









14 Letters to the Editor 


’ 62 Audience Charts 
The customers always write 


Who watches what 
15 Business Barometer 
Measuring the trends 99 Wall Street Report 


The financial picture 
17 Tele-scope 
















What's ahead behind the scenes 
109 In the Picture 


21 Newsfront Portraits of people in the news 
The way it happened 






110 In Camera 
The lighter side 





41 Film Report 


Round-up of news 
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SS dah SPONSOR 


The check came in a letter saying: “I send it to you 


because I thought your coverage of Squaw Valley 


was superb. And I understand it cost you a pretty 
penny over and above any advertising income.” 

The letter was one of literally thousands reflect- 
ing the excitement and appreciation felt by 80 Pk TA 
million Americans who watched the series of 14 
programs on the CBS Television Network covering [an ) 
the 1960 Winter Olympic Games. ! ! 

They came from all elements of the population— 
from some of the highest ranking government offi- 
cials, one of whom described the broadcasts as “a 
spectacular job of detailed coverage”— as well as 
from farmers, teenagers, businessmen, and house- 
wives. A Midwestern newspaper published an edi- 
torial headed ““CBS deserves a gold medal.” 

It goes without saying that this remarkable surge 
of enthusiasm was especially gratifying to the real 
sponsor of the series— Renault, Inc.—which was able 
to demonstrate the quality of its automobiles to 
tremendous daily audiences. During the average 
minute that the 14 broadcasts were on the air they 
commanded the undivided attention of 20 million 
viewers. More people watched these broadcasts than 
the combined viewers of all other programs on the 
air at the same time. 

Naturally this overwhelming response pleased us, 
too, since it set the stage for our exclusive coverage 
of the Summer Olympics next August and Septem- 
ber against the magnificent backdrop of Rome. (For 
18 consecutive days, in a series of 29 broadcasts, 
you will see the world’s foremost athletes compet- 
ing in the historic Marathon and Pentathlon events, 
as well as in 32 other sports contests ranging from 
boxing to yachting.) It set the stage, too, for an ad- 
vertiser to write a check making him a sponsor. In 
fact, we're expecting it. 


CBS TELEVISION NETWORK 








when 
you 
use 


WGAL-TV § 


your sales 


just naturally 


jump. In this 


rich market, 
Channel 8 
delivers 

an audience 
greater than 
the combined 
audience*of 
all other 


stations in 


this great 


MULTI-CITY 
TV MARKET 


*ARB and Nielsen 


é 2 


Lancaster, Pa. 
NBC and CBS 


Letter from the Publisher 


Television Commercials 

One of the more confusing, and perhaps alarming, aspects ¢ 
television life today is the attitude of industry leaders toward th 
problems and achievements of the creators and producers of cor 
mercials. It can be said with some justice that the television ind 
try, as it is reflected through its various national organizations, 
been indifferent to commercials in a creative sense, as though they 
were necessary expedients which fill up minute and 20-secon 
availabilities. In brief, with the exception of the NAB’s Tv Codg 
Board (which acts as a watchdog), we have no point of view ¢ 
what is after all the most crucial part of an advertiser’s investment 
the expression of his sales message. 

Which is only to say that at present no formal industry recog 
nition has been extended to the commercial as an art form or simph 
as an effective sales vehicle. Nor are we promised any in the im 
mediate future. With the exception of certain well-meaning by 
essentially limited efforts by many local clubs and individuals, th 
commercial has not been given the importance it should have. Th 
multiplicity of awards has served only to compound the confusion 
and many agency executives and producers are privately convince 
that they have become meaningless. 

On page 27 of this issue is an interview with Earl W. Kintney 
chairman of the Federal Trade Commission. His views on the legal 
aspects of certain kinds of advertising are presented, and shoul 
be of considerable interest to advertisers, agencies and producers 
But Mr. Kintner may be making a contribution to the commercial 
field in an artistic sense, despite the debatable nature of some 6 
his judgments, for, if nothing else, he is certainly convinced tha 
commercials are persuasive and important. In this sense, it can bt 
said that it was a Federal regulatory agency which made us al 
aware of the power and significance of television advertising. 


Awards for Quality 


It seems essential, then, in view of the Washington climate and 
in simple fairness to the creators and makers of commercials, tha 
intelligent and competently run national awards for quality com 
mercials, free of personal or local partisanship, be established i 
the near future. Such an awards system must have immediate recog 
nition; it must be able to win the respect of all of us. As we hay 
said before, such a project must be initiated and directed by ¢ 
organization like the Television Bureau of Advertising, and ce 
tainly, from a public-relations standpoint, should be backed by th 
Television Information Office. In the entertainment field, televisia 
has its Emmy awards. What does it have in the commercials field 

It must be conceded, of course, that various individuals in tele 
vision have emphasized the importance of the commercial, ang 
almost singly have aided in its development. An industry-supportet 
awards system, directed by men of imagination and ability, wou 
push its development further forward and make television evé 
more effective. As Merle S. Jones, president of the CBS Televisio 
Stations Division, noted recently: “Every cent of a commercial! 
cost becomes more productive when the commercial is made mofé 
agreeable, attractive and persuasive for more people.” 


STEINMAN STATION 


Cordially, 
Clair McCollough, Pres. Ly Sek 


Representative: MEEKER 
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pu uichy question...seldom discussed openly. But discussed penetratingly and i 


stinguished guests on CBS Owned WBBM-TY, where Chicagoans look for-and 
a SSinative, courageous, pt ovocative local television programming throughout # 









eval ll 
KK be 


Sources: 


Nielsen Station Index, 
February 1960 


Institute for Motivational 
Research, Inc., in association 
with Market Planning 
Corporation, an affiliate of 
McCann-Erickson, Inc. 





FROM 
ANY 
ANGLE! 


Any way you look at it, KNXT is first in Los Angeles. Sixty consecutive Nielsens prove it. 
What’s more, the latest report shows KNXT’s audience popularity at an all-season high! 
Channel 2’s share of total-day audience is 33% ahead of the second station, 40°. ahead 
of the third. And 17 of the top 30 nighttime, 7 of the top 10 daytime shows are on KNXT. 
Commercial effectiveness? Again, KNXT is far ahead. When 600 Southern Californians 
were asked their choice of the station “most likely” to carry the commercials of a company 
known for honesty and reliability, 51° chose KNXT... more than double the number voting 
for the runner-up, and more than twice those voting for the other five stations combined. 
From any angle—audience size, program popularity or commercial responsiveness— 


your best buy in seven-station Los Angeles remains . . . CBS Owned K a XT 


Channel 2 * Represented by CBS Television Spot Sales 








































: portant to Tidewater 
rs, and Care eam AVY-TV's Woman's 
rector, is the exclamation mark on top of that 
viewpoint. Carol not only reports on women's 
activities in and around Tidewater and nationally, eee 
but is one of Tidewater Teleradio’s most sought ; 
after commercial personalities. She has been the 
“voice” of The Bank of Virginia for almost three 
years, since the station went on the air. If it, 
the female touch you want try Carol. 
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YOU MAY NOT BE ONE OF THE SMITHS" 


BUT... On WKZO-TV You'll Meet The 
Smiths, Joneses And Everyone Else 
NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 


(November, 1959) In Kalamazoo-Grand Rapids! 
STATION TOTALS FOR AVERAGE WEEK 





Whatever their names, more people in Kalamazoo- 


























HOMES DELIVERED PERCENT OF TOTAL Grand Rapids listen to WKZO-TV than to any other 
station. 
WKZO-TVISTATION B] WKZO-TVISTATION B WKZO-TV delivers more homes than Station ‘B’ in 
Mon. thru Fri. 398 of 450 competitive quarter hours surveyed, Sunday 
9 a.m.-Noon 57,000} 29,300 | 66%, 34% through Saturday (see NSI Survey, at left). And ARB 
Noon-3 p.m. 72,100} 38,900 | 65% 35%, (April 17-May 14, 1959) also gives WKZO-TV an over- 
3 p.m.-6 p.m. 62,100} 43,600 | 58%, 42%, whelming lead in popularity—No. 1 spot in 74.6% of 
ns Sun. thru Sat. all quarter hours surveyed. 
6p.m.-9 p.m. {141,600} 81,300 | 63% 37% That’s the story on WKZO-TV. If you want all the rest 
9 p.m.-Midnight }117,800} 62,400 | 65%, 35% of outstate Michigan worth having, add WWTYV, Cadillac, 
to your WKZO-TV schedule. 
her *Smith is the most common name in the U.S., borne by approximately 1,504,000 persons. 
rp. 
es: 
Y 
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oe yy She Hel yer Hations 

the +A PF ¢ ~- 
$8; ‘ WKZO-TV — GRAND RAPIDS-KALAMAZOO 

aid &§ pet SZ NKZO KALAMAZOO-BATTLE CREEK 


GRAND RAPIDS 


a aa Y) WJEF-FM — GRAND_ RAPIDS KALAMAZOC 100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
a KOLN-TV uncon amas Studios in Both Kalamazoo and Grand Rapids 
by d with For Greater Western Michigan 


ries WMBD RADIO — MS Avery-Knodel, Inc., Exclusive National Representatives 
WMBD-TV PEORIA 
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Jack Brickhouse and Vince 
Lloyd, ace sportscasters, add 
colorful word pictures to the 
exclusive color telecasts of 
Chicago Cubs and White Sox 
home games over WGN-TV. 



































The world’s 


most colorful 
station! 


This season marks WGN-TV’s 13th year of telecasting base- 
ball in Chicago—and the only television station in the 
nation covering two home teams. 


Beginning with the season’s opening home baseball game, 
WGN-TV is telecasting every daytime home game of both 
the Chicago Cubs and White Sox (120 in all) in Color... 
becoming the World’s Most Colorful Station! 





Cubs and Sox home games sponsored by Theo. 
Hamm’s Brewing Co. and Oklahoma Oil Co. 





/ Attention \ 
advertisers! \ 
Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvin as 
Inspector Paul Duval 
on New York’s WPIX, 
Sunday nights at 10:30. 
Now Interpol’s story, 
which the public has been 
reading about in 
Reader’s Digest and other 
magazines and 
\ newspapers, comes to / 
television .. . 
\ presented by / 


/ 
i 


great, Bert. Just \ 
e like you and me, 
{ INTERPOL CALLING 
] and Piel’s make a 
sure-fire selling 
| combination. And if I may | 
make one small pun, ] 
both Duval and Piel’s } 
\ always keep their 
\ heads . . . in any 
situation. P 


r 
“ 


~~. 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 * Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. © EMpire 2-1166 


© 1960 PIEL BROS., BROOKLYN, N.Y 
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Mining Story 
We very much appreciate the ex- 
cellent article which appeared on page 
12 of the February 22nd issue of your 
magazine on the Iron Mining Indus- 
try of Minnesota and its use of tv. . .. 
Ropert G. STAKE 
Director, radio-tv 


H. E. Westmoreland, Inc. 


Duluth, Minn. | 


Department Stores 


.. . “Education of 4 Giant”. . . is | 
one of the finest articles concerning | 
this problem of reaching the depart- | 


ment stores. . 


Patrick T. KENNY | 


Sales Promotion Manager 


wspp-TV Toledo | 


... 50 reprints of the article “Edu- 
cation of a Giant...” 
TuHap M. SANDSTROM 


General Manager | 
wisw-Tv Topeka | 
Note: Reprints available at 25c each, 20c | 


in lots of 10. 


Still in New Mexico 
We have enjoyed a reasonable re- 


sponse from your advertising direc- 


tory of Selling Commercials and we 


would certainly like to continue with 
this vehicle. It has done a great deal 
to broaden the Bandelier national 
image. However, we regret your hav- 
ing decided to relocate us in Holly- 
wood. We really do like Albuquer- 
que and would like to stay here a 
while. No smog, you know! . . . 
ROBERT STEVENS 
President 


Bandelier Films | 


Albuquerque, N. M. 
Note: Sorry. We like Albuquerque too. 


Avery-Knodel for WWTV 
. your semi-annual station direc- 
tor lists the George P. Hollingbery 
Co. as the national sales representa- 
tive of station wwtv. Actually. 
Avery-Knodel, Inc., replaced Hol- 

lingbery. . . . 

DaryL SEBASTIAN 
Assistant General Manager 


wwrtv Cadillac, Mich. 
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THE STATION WITH 
AN IMAGINATION ... 
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OKLAHOMA CITY 
BEN WEST, GEN. MGR. 
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Business barometer 


Spot showed a strong gain in February, the TELEVISION AGE survey indicates. 





Business Barometer figures show national spot up 18.2 per cent in February over 
the January totals. At the same time, February 1960 billings in spot were 
15.7 per cent ahead of those in February 1959. 





The 18.2-per-cent gain for spot was the largest month-to-month gain recorded for 
February since TELEVISION AGE began the surveys in 1954. 





The biggest previous February 
spot gain was in 1956 
when an increase of Feb. Mar. Apr. May June July Aug. Sept 
13.5 per cent was a cae 
chalked up. In 1954 
the February gain was 
4.8 per cent, in 1955 
7.1 per cent, 1957 4.3 
per cent, 1958 8.9 per 
cent and 1959 11.4 per 
cent. 





SPOT BUSINESS 





— + 
} 


| 


The year-to-year February in- 
crease of 15.7 per 
cent is less than the 
22.4 per cent which 
February 1959 marked 
up over February 1958. 








Spot had an exceptionally good 
year in 1959, however, 
and it is not surpris- 
ing that the over-all 
increase for the year- 
to-year comparison did 
not show up as well 
as @ year ago. 








The 18.2-per-cent gain in Feb- 
ruary over January is 
not only the largest 
February increase in 
Business Barometer 
records, it is also 
one of the largest 
monthly gains. 











In fact, it is the largest of A Feb. up 18.2 per cent over Jan. 
any month outside of Feb. 1960 up 15.7 per cent over Feb. 1959 
September and October, 
when spot, traditionally, has its biggest increases. Gains of 20 and 30 
per cent are not uncommon in October, as the chart on this page indicates. 











A report on network and local billings for February will be published in the May 
2nd issue of TELEVISION AGE. 
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WJAR-TV 


PROVIDENCE, R.I. 








Compliments by the sackful! 


Across our desk come letters of honest and before have I enjoyed watching television 
sincere praise like the letter from the Navy = as much.” The satisfaction of our viewers, 


wife who wrote: ‘Your station has always af- as expressed by the volume and content of 
forded the finest entertainment . . . we have our mail, is more impressive, we think, 
lived in many parts of the country and never than any rating picture could be. 


Represented by 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 
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NBC News Syndicates Electronically 


NBC News may get back into the newsfilm distribution 
business shortly—in an electronic manner. The network 
is currently awaiting station reaction to a week-long test 
run conducted recently, during which it fed newsfilm 
over the air at 5:30 p.m. to potential subscribers, Stations 
can then record the material on film or tape for insertion 
in local news programs for a fee, provided they air The 
Huntley-Brinkley Report in the evening. Station reaction 
will be compiled in about two weeks. 


Friendly Ford 

Although the resignation of John Doerfer as chairman 
of the Federal Communications Commission was due to 
his insistence that there was nothing wrong in being 
friendly with broadcasters, there is no indication that his 
successor, Frederick W. Ford, will be unfriendly. During 
the recent NAB convention Chairman Ford made himself 
available for friendly conversation with broadcasters. 
Many individual telecasters expressed pleasure at his 
frank answers to direct questions, although others admit- 
ted they were adopting a “wait and see” attitude. 


Tires Start Rolling 

As it’s done for the past few years at the start of peak 
summer-driving time, Armstrong Rubber Co. moves into 
10-50 major markets the middle of next month with tire 
schedules. A male audience is aimed for with placements 
of filmed minutes in evening and week-end daytime 
periods. The announcements will run 13 weeks in most 
areas. Marion Jones is the timebuyer at Lennen & 


Newell, Inc., New York. 


CBS Films’ Network Push 

Networks and agencies will be seeing a lot of fresh new 
product in the coming weeks aimed at the fall season, and 
for the first time CBS Films will be more than adequate- 
ly represented. The distributor has already completed the 
following pilots: Call Me First (about a private “brain’”’), 
The Hawk (a western), Turnpike (about the New Jersey 
State Police) and Rogue for Hire. In addition, CBS Films 
has given the go-ahead on still another pilot—36 Maiden 
Lane, which is about the insurance business and stars 
Scott McKay. Angel has already been sold to General 
Foods for presentation over CBS-TV next season, and 
The Brothers Brannagan (about two private eyes) goes 
into syndication this month. The Robert Herridge 
Theatre, of course, is still available for an enterprising 
network advertiser. 


Spot Speeds Distribution 

A test last year in Boston and Detroit proved successful 
to the point that Keyes Fibre Co. returns to Detroit and 
adds Cleveland late next month as spot-tv markets for its 
Chinet paper plates. “We use tv to build distribution for 


WHAT’S AHEAD BEHIND THE SCENES Te | e eg S Cc O f? & 


the product,” says account executive Joe Wallace at 
Harold Cabot & Co., Inc., Boston, “and have had ex- 
cellent results.” Filmed minutes in mostly daytime slots 
will aim for housewives, with some night spots also used. 
Schedules run about six weeks through the July 4th holi- 
day. Gene Del Bianco is the timebuyer. 


Radio User Goes Tv 
Moving swiftly for a newly acquired client, Gray & 
Rogers, Philadelphia agency, starts schedules this week 


* in some 40 markets for Mister Softee ice cream, a frozen- 


custard confection sold from trucks. The account, which 
has previously been a radio user, has a market area 
reaching from Mississippi up the east coast. Filmed 
minutes in kid shows will run along with some late-night 
spots in movies, Jack Paar, etc. Schedules will continue 
under 13 weeks. Ed Papazian is the timebuyer. 


Syndication and Public Service 

When Screen Gems elected to syndicate Medicine 1960, 
hour-long documentary tape show, its reasoning went to 
the effect that while network advertisers were able to 
bankroll high-calibre public-service programs, no such 
opportunity was present for regional and local sponsors, 
many of whom might be receptive to such an offering. 
The program, already sold to stations in approximately 
35 markets, was ordered last week by the Southern Cali- 
fornia chapter of Blue Cross Hospital Service for eight 
markets in that area. It is understood to be the first time 
that that advertiser invested in a program series, and is 
an indication there is regional money for such offerings. 


‘Popsicle’ Popping 

Investing the largest amount it’s ever spent in spot tv, 
Joe Lowe Corp. begins a 90-station campaign that covers 
about 120 markets immediately after Memorial Day. The 
promotion features a contest for western prizes that’s tied 
in with the upcoming John Wayne movie, The Alamo, 
with kids asked to color a puzzle-picture and submit it 
with proof of purchase of a “Popsicle,” “Creamsicle,” 
etc. Filmed minutes in weekday late-afternoon and Satur- 
day periods will be supplemented with ID’s to achieve 
saturation frequency. Account executive Maurice Umans 
and media director Weymouth Symmes are the contacts 
at Gardner Advertising Co., New York. 


ABC-TV Public-Affairs Programs 
Affiliates greeted with enthusiasm president Leonard H. 


Goldenson’s promise that the ABC-TV network was in- 
creasing John Daly’s budget for public-affairs program- 


ming “three to four times” and that even more money 
would be available if more worthwhile program ideas 
were found. Mr. Goldenson’s announcement came after a 
presentation which claimed 20 of the season’s 50 “hit” 
national half-hour programs for the ABC-TV network. 
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of audience’ 


And look at these other facts about WBZ-TV! 


@ Most national advertisers of any Boston TV 
station—193 compared to 148 for the second- 
place station. ™ Most newscasts of any Boston 
TV station. @ Public service programming — 
234 hours and 12,667 spot announcements con- 
tributed last year. to 203 charitable projects. 
@ Most local air personalities—more than any 
other Boston TV station. M@ Most awards of 
all Boston TV stations. *ARB 


That’s why, in Boston, no TV spot 
campaign is complete without the WBC 


station, WBZ -TV 


BOSTON 


Represented by Television Advertising Representatives, Inc. 


SO) wertinenoue Broadcasting Company, nc. (32) 


re ev em 
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it’s true in Des Moines, lowa, where KRNT-TV 
has had over 79% of the local business in 
this major 3-station market for 3 years! 


There is nothing so satisfying as doing busi- 
ness with people who know what they’re 
doing and where they’re going. Leading local 
and national advertisers have known for 
years that the ‘‘know-how, go-now”’ stations 
in Des Moines are KRNT Radio and KRNT-TV. 


They have confidence in the ability of our 
people to make their radio and television 
investments profitable. It seems clear that 
for these astute advertisers, there is nothing 
so satisfying as radio and television fare 
presented by good, honest, experienced air 
personalities who know what they’re doing. 


From surveys made several times a year for 
the last several years, it seems evident that 
the people of Central lowa like to listen to 
and view our stations. 


HOW IS IT POSSIBLE 
FOR ONE STATION TO EARN 
79% OF LOCAL BUSINESS? 


Latest F.C.C. figures show KRNT-TV handled 
over 80% of ALL the local television adver- 
tising placed in this. three-station market. 
The-year before, over 79%. . . and the year 
before that, over 80%. Our local RADIO 
business in a six-station market has always 
exceeded that of our nearest competitors by 
a country mile. 


We know for a fact that these figures are 
merely a reflection of our public acceptance 
. . » our long-standing excellence in public 
service ... reliability that is vital in all selling! 
We believe this to be true: the ones that 
serve are the ones that sell in Des Moines. 


People believe in and depend upon these 
stations. Check the ratings, check The Katz 
Agency, check the cash registers. 


KRNT 
RADIO ana TV 


COWLES STATIONS REPRESENTED BY THE KATZ AGENCY, 








INC. 



















KMTV Omaha programs entire day of color .. page 21 


Television brings year-round toy sales..... page 21 
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17-Hour Color Schedule 


When KMTV Omaha staged its 
precedent setting 17-hour color sched- 
ule Sunday, April 10, advertisers co- 
operated so enthusiastically that the 
station was sold out for the entire 
broadcast day. 

In order to stage the sign-on to 
sign-off color marathon it was neces- 
sary to omit several network shows 
that were scheduled for black-and- 
white. Instead the station staged a 
number of live local programs and 
several film shows. NBC supplied 
seven hours of color, while the sta- 
tion furnished the other 10. 

The color splurge was planned by 
KMTV general manager Owen Saddler 
as the high point of a week-long 
“Spring Into Color” drive. 

Fifty Omaha area RCA dealers were 
open from noon until midnight the 
day of the colorcast and each had an 
estimated 250 to 600 visitors to see 
the program in color. While most 
dealers did not accept orders on Sun- 
day a brisk followup business was re- 
ported. Messages of congratulations 
were received by the station from Rob- 
ert W. Sarnoff, NBC chairman of the 
board; John Burns, RCA president; 
White House special assistant Frederic 
Fox, and many others. 

Omaha has been one of the coun- 
try’s leading color markets, and KMTV 
has originated live color since 1955, 
but Mr. Saddler considers the Palm 
Sunday plan “the most outstanding 
color promotion we have ever insti- 
gated.” 

The schedule included: 

8:30:The Story of Color, film 

9:00:Jean’s Story Time, live 

9:30:/t is Written, film 

10:00:Palm Sunday Service, NBC 

11:00:Summer at Sun Valley, film 
11:30:Popeye Cartoon Carnival, film 
12:00:Noon Edition News, live 
12:15:Holiday at Home, live 


12:30:Your Doctor and You, live 
1:00:Don Giovanni, NBC opera 
1:30:Return to Treasure Island, 
film 
5:00:Fashions for Spring, live 
5:30:Hallmark Hall of Fame, NBC 
7:00:Sunday Showcase, NBC 
8:00:Dinah Shore Show, NBC 
9:00:Spring Music Festival, live 
10:00:Floyd Kalber News, live 
10:15:Wrestling, film 
11:15:The African Queen, film 
The Spring Music Festival, KMTV’s 
first annual color production with the 
Omaha Symphony Orchestra, was the 
most outstanding of the local pro- 
grams and was scheduled in AA time. 
Another outstanding program was 
Fashions for Spring, which included 
latest styles from the Omaha J. L. 
Brandeis Department Store. 


Toy Sales Rise 


Toy manufacturers turned to tele- 
vision in increasing numbers in 1959 
and reaped the rewards of discovery. 
Sales rose 17 per cent over 1958 for 
the industry as a whole as expendi- 
tures in network and spot jumped 
from $3,497,873 in 1958 to $6,- 
206,764 in 1959. 

Mattel, Inc., at present the indus- 


THE WAY IT HAPPENED Newsfront 


try’s largest user of tv, has been in 
the medium since 1955, when it en- 
tered with a budget of $500,000. In 
1959, with expenditures increased to 
$853,600, Mattel concluded a five- 
year period that saw gross sales in- 
crease 315 per cent. 

Television is an ideal medium for 
toy manufacturers, according to Nor- 
man E. Cash, president of the Tele- 
vision Bureau of Advertising. “We 
know,” he says, “that nearly every 
child aged four to 11 watches tele- 
vision each day. We also know that 
households with children under 10 
account for 60 per cent of all toys and 
games purchased . . . and that two- 
thirds of all toys are bought with 
some advance knowledge of the 
child’s wish as to type. Television 
rings the cash register because tele- 
vision, of all media, alone is able to 
reach children with sight and sound 
and can demonstrate the toy or game 
in action.” 

Television has also demonstrated 
to the toy industry that year-round 
advertising makes for year-round 
business. A few years ago toys were 
sold largely at the Christmas season. 
Now, however, important sales are 
being made throughout the year, and 
industry expenditures in the first 
quarter of 1959 in tv were more than 
four times those made in 1957. 

A high spot of 1959 was the en- 
trance of Louis Marx & Co. into tv. 
Formerly a non-advertiser in any 





Toy manufacturers and their 1959 television expenditures (source: TvB- 


Rorabaugh) were: 





Company Network Spot Total 
1. Mattel, Inc. $801,740 $ 51,860 $853,600 
2. Remco Industries, Inc. 103,275 661,900 765,175 
3. Louis Marx & Co. 249,845 426,690 676,535 
4. Colorforms, Inc. 116,000 307,710 423,710 
5. Ideal Toy Corp. 42,996 268,520 311,516 
6. Emenee Industries, Inc. —- 287,470 287,470 
7. American Character Doll Corp. 83,275 184,310 267,585 
8. Hassenfeld Brothers, Inc. 40,000 211,390 251,390 
9. Selchow & Righter Co. _——- 183,510 183,510 
10. Harold Hahn Co. —- 172,360 172,360 
Totals $1,676,764 $4,530,000 $6,206,764 









April 18, 1960, Television Age 2] 








A2)suv. ee % 4 


Zr bxB~X Bx BES 


“oy .4ts 6 729/0NN 
yi Beret? eet 
pegate tn’ 77, 0s 5, Bi 
tone ore 


aware’ 


How Do You 
Ficure 1.Q.? 


1. Q. may be defined as Impact Quotient . . . the percentage of 
available acceptability that a product achieves in a given market. 
1. Q. also may be defined as Influence Quotient . . . the percentage 
of audience acceptability earned by a broadcaster in a multi-TV sta- 
tion market. The correlation of these definitions . . . for market im- 
pact rely on the station with market influence. 








In South Bend, Indiana, WSBT-TV is the station with the highest In- 
fluence Quotient. So evidenced by eight years of 45 to 50% audi- 
ence shares; proven again in November, 1959, with a 47.8% Niel- 
sen (share of sets in use, sign-on to sign-off). Accomplished with a 
full schedule of top CBS shows and “‘red-hot’’ local programs. 


For product impact on the $1,613,896,000 SouthBend market, use 
an influential WSBT-TV schedule. See Raymers or write this station 
for availability lists. 


SBT.-TVG 


South Bend, Indiana ¢ Channel 22 
Ask Paul H. Raymer ¢ National Representative 
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consumer medium, Marx spent $676, 
535 in tv in 1959 and is currently 
making plans for a spring campaign, 


Group Public Service 


Petry-represented television and 
radio stations donated more than $22 
million in time and talent to public 
service during 1959, according to a 
survey announced by Edward E. Voy. 
now, president of the Petry Co. 

The total television-station contri- 
bution was estimated at $248 million 
in a survey conducted by TELEVISION 
AGE and announced in the April 4th 
convention issue. Over a period of 
five years telecasters have contributed 
more than $1 billion in time and 
talent to public service, the magazine's 
surveys over that period have indi- 
cated. 

Breaking down the contribution of 
the Petry stations between radio and 
television indicated that $17,081,925 
was contributed by the latter, while 
radio gave $5,531,580. The dollar 
differential reflects the difference in 
time costs between the two media. In 
terms of time units deliyered, the 
Petry radio stations were responsible 
for 245,705 announcements and 16, 
776 programs, while the television 
stations contributed 144,001 an- 
nouncements and 29,210 programs. 

Reporting stations reflected a wide 
range of community interests, with 
$2.9 million contributed to civic 
groups, $2.7 million to religion and 
$2.5 million to Advertising Council 
projects. Education received $2 mil- 
lion worth of programming, health 
and medicine $1.9 million and the 
community fund over $1 million. 

The survey indicated that, on the 
average, Petry-represented stations 
contributed more than 1,000 am 
nouncements a day and 389,706 dur- 
ing the year. Programs totaled 45, 
994, or nearly 900 public-interest 
shows a week. 

“No other force in the communica 
tions field can begin to approach the 
size, scope and effectiveness of the 
broadcasting industry’s effort in pub- 
lic service,” says Mr. Voynow. “The 
record of these television and radio 
stations, representing every impor 


(Continued on page 108) 





A NEW 
RIGHT ARM 


AGENCIES 


In this day of staggering stacks of statistics 
. .. anew kind of rep becomes your good right arm. 


We sell spot. The workhorse of television. 
Our role is to simplify for you. 
Recommend. Expedite. Assist. Service. 


To dissect audiences as they’ve never been dissected 
. .. so they can be mated to your clients’ products. 


To dig out buying habits in a new, precise way. 


In a maelstrom of mass media, we give you 
the class of mass you need. To sell. To save 
your time. Your eyes. Your clients’ money. 


We concentrate on the few. Five great television stations. 
In five major markets. 


We’d rather know a lot about a few. . . 
than a little about a lot. 


Your TvAR man concentrates on the few, too. 
Because our staff is big, his list is small. 


Are you angling for an age group so specific 
it has never been spelled out before? Our 
Audience Dimensions pinpoint it for you. 


Wondering how your brand stacks up in our 
markets? Our Brand Comparisons tell you. 


Want to test television on a shoestring? 
Our Television Spot Test shows you how. 











markets? Our Brand Comparisons tell you. 


Want to test television on a shoestring? 
Our Television Spot Test shows you how. 


Like to see shows before you buy, preview 
commercials, pre-test copy lines? Our 
Videotape equipment makes it possible. 


A new breed of reps. 


No mere go-between between 
agency and station. 


A third force. 


It’s a new role for a rep. 
The times call for it. 


Use us. 
Call us. 


Drop in on us. 





War) TELEVISION ADVERTISING REPRESENTATIVES, INC. 
Offices in principal cities . .. representing: 
WBZ-TV Boston e WJZ-TV Baltimore e KDKA-TV Pittsburgh 
KYW-TV Cleveland e KPIX San Francisco 























STRONGER THAN EVE 


AFTER 3 YEARS, POPEYE STRENGTHENS 


RATINGS COAST-TO-COAST 


March’'S7 February '60 





COLUMBUS, OHIO 


13.9 


19.1 





PROVIDENCE, R. I. 


19.5 


24.9 





SAN DIEGO, CALIF. 


15.5 


18.4 





SOUTH BEND, IND. 


14.9 


17.4 





SPOKANE, WASH. 


18.7 


19.7 





SACRAMENTO, CALIF. 


10.7 


13.4 





SAN FRANCISCO, CALIF. 


10.6 


13.9 





NEW YORK, N.Y. 


14.9 


14.3 





LOS ANGELES, CALIF. 


11.5 











BUFFALO, N. Y. 








14.3 








AFTER 3 YEARS, POWERFUL ARB AVER- 
AGE IN 137 MARKETS -— regardless of station, 


time period or competition—gives Popeye a muscular rating 


of over 15. 


AFTER 3 YEARS, TEXAS BUILI 


RATINGS ... with Bugs Bunny, Porkey # 


Tweety, Sylvester and all the other favo 
Warner Brothers Cartoons. These fabulous ¢ 
acters have lifted their full-hour rating from 
robust 17.3 to a lusty 22.9 on KDUB-TV ink 
bock... almost 50% higher than three years: 


Want to put muscles in your ratings? Then & 
your audience a steady diet of u.a.a.’S Pop 
and Warner Brothers Cartoons! For each yea 
more and more children reach the age group i 
begins to enjoy these popular cartoon characte 
Add them to the millions of already devoted view 
of all ages, and you are virtually guarant 
stronger ratings for years to come. 


$ New York, 247 Park Ave., MUrray Hill 7-780 
ul Cc Cc * Chicago, 75 £ Wacker Drive, DEarborn 2 
* * @ «Dallas, 1511 Bryan Street, Riverside 7-855! 


UNITED ARTISTS ASSOCIATED, mc. © Los Angeles, 400 S. Beverly Dr., CRestview 
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visual device 


is permissible in a commercial, 





hen does creativity result in duplicity? 
Does the imaginative process, like the 
effect of alcohol on the nervous system, lead to 
an essential misrepresentation of reality? 

These esthetic issues are currently taxing 
minds more accustomed to marketing and pro- 
duction problems, for advertising agencies and 
their clients have found these days that matters 
of taste and simple truthfulness can be blurred 
when they are projected electronically. Some of 
the recent decisions of the Federal Trade Com- 
mission on tv commercials have compounded the 
confusion and have led to the natural question: 
when is it art and when is it fraud and when is it 


says FTC's 
provided no element of 


deception is present 







Kintner. 





fraudian art? 


In an effort to clarify this issue and related 
ones, TELEVISION AGE submitted a list of ques- 
tions to Earl W. Kintner, chairman of the FTC, 
in the hope of establishing some guides for the 
creators and producers of television commer- 
cials. His answers are printed on page 29. In 
essence, it would seem as though Mr. Kintner 
and his staff have two yardsticks by which they 
judge a commercial: does it impart to a product 
virtues it does not have? Does it make unfair 
competitive comparisons? On the specific issue 
of imaginative techniques (or necessary short 
cuts due to studio conditions) the FTC chief is 


27 


EARL W. KINTNER 

Earl W. Kintner, chairman of the 
Federal Trade Commission, has sup- 
ported himself from the age of eight, 
successively doing farm, restaurant 
and newspaper work. He was born 
Nov. 6, 1912, in Indiana, and re- 
ceived his A.B. from DePauw Univer- 
sity in 1936. He served in the Navy 
from 1944-1946 as a lieutenant. From 
1946 to 1948 Mr. Kintner was with 
the United Nations War Crimes Com- 
mission as co-chairman of the com- 
mittee reviewing Allied war-crimes 
matter. He later practiced as an FTC 
trial attorney on anti-monopoly and 
as a legal adviser. On June 9 of 1959 
he was sworn in as a member of the 
FTC to fill an unexpired term which 
ends in September of this year. Two 
days later President Eisenhower des- 
ignated Mr. Kintner chairman of the 
commission. A member of numerous 
legal organizations, the FTC chief re- 
sides in Washington with his wife 
and two sons, Christopher, age 3, and 
Jonathan, age 15. 


convinced that showmanship is per- 
missible. 

“An unlikely visual device is per- 
missible in a commercial,” he says, 
“provided there is present no element 
of deception, even for the unsophisti- 
cated viewer. What is obviously good 
fun and showmanship is all right, but 
if the camera or other trickery gives 
a product virtues it does not possess, 
this is unacceptable.” 

The question of taste does not enter 
into FTC decisions, which are essen- 
tially legal in nature. Its chairman 
was asked how his staff distinguishes 
between a harmless production tech- 
nique and out-and-out deception. His 
answer: “Generally speaking, the 
commision has no objection to com- 
mercials that simply portray products 
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in their best light. Our concern is 
with those representations that im- 
part to a product virtues it does not 
have. We also are alert to unfair com- 
parisons, in which the advertiser’s 
product is made to appear attractive 
and competing products are denied 
the same photographic embellish- 
ment.” 

More specifically, Mr. Kintner was 
asked to give an example of a harm- 
less artifice that would be acceptable 
in a commercial as compared to a de- 


vice he would consider legally objec- 
tionable. “The test,” he says, “of 
whether an artifice is harmless de- 


pends on its capacity to deceive the 
public in a material respect. For ex- 
ample, the use of shaving cream for 
foam on a glass of beer in order to 


survive the heat of photographic 
lights is a harmless artifice, provided 
it faithfully portrays how the beer 
would look under normal conditions.” 

In general, it would seem as though 
the FTC is not concerned with what 
occurs in the act of making a com- 
mercial: its concern is with what the 
viewer sees on the screen. Such et 
pedient devices as the use of a blue 
shirt to creat white, make-up or color- 
ing to compensate for lighting cond: 
tions, substitutions (shaving cream 
for whipped cream) are considered of 
no consequence by the commission. 
However, employment of various 
theatrical or technical devices which 
might imply that a product has prop 
erties or performance characteristics 
which it does not possess and which 
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Question: The industry seems to be pretty well agreed 
that the Federal Trade Commission does a good over- 
all job in policing the honesty of advertising, and yet 
surveys indicate the public is showing a growing dis- 
trust in advertising claims. Do you consider this signifi- 
cant? If so, where do you feel the fault lies? 


Wr. K er: | am not prepared to say whether 
the pu s showing a growing distrust in ad- 
rertisi ims. I have no evidence to this effect. 
Howeve I do believe that the work of the com- 
missior coming to be better understood, and 
more le now know where to complain about 
false misleading advertising. I believe this 
greale reness of the commission’s purpose 
is pri ly re sponsible for the great increase 
in nun r of applications for complaint that we 
receive ym the public and from businessmen. 


Question: The question of deception in advertising has 
been pretty well restricted to television. Do you feel 
that the other media—magazines, newspapers, radio- 
have been less culpable? 


Vr. Ai lo say that deception in advertising 
has be retty well restricted to television is 
errone Despite the recent activities by the 
Feder rade Commission in policing television, 
the fe nains that many FTC actions against 
decept vdvertising are based on those that 


are of sufficient importance as to 
affect a buying decision might easily 
fall afoul of the FTC. 

Admittedly, these are generalities, 
but the commision evidently has 
found it difficult to make specific and 
binding rules. As a committee of the 
Association of National Advertisers 
noted last fall, the FTC “is proceed- 
ing on a case-by-case basis, and gen- 
eral formulae cannot be indiscrimi- 
nately relied upon . . . it should be 
pointed out that, in those instances 
where there has been a drastic and 
seemingly unnecessary use of theatri- 
cal artifice in the preparation of a 
commercial, strong suspicion as to 
the motivation and intent of such a 
device will undoubtedly be aroused, 
and there may be a heavy burden of 


television is 







proof on the advertiser to show that 
it does not actually result in an ulti- 
mate material deception.” 

The issue of fraudulent advertising 
as it has been publicized in many 
newspapers and national magazines 
has been somehow related to the tele- 
vision industry almost exclusively. 
Although there are certain creative 
and production problems as noted 
above that are exclusively tv’s, decep- 
tion as such cuts across media bound- 
aries. In view of this publicity, chair- 
man Kintner was asked if he felt that 
other advertising media were less cul- 
pable than television. 

“To say that deception in advertis- 
ing has been pretty well restricted to 
erroneous,” he 
“Despite the recent activities by the 


appear in printed media. One reason for this is 


that the commission encounters less difficulty in 
proceeding against advertising that is printed 
For example, if the same ad appeared in print 
and on tv, the commission might base its case on 
the evidence most easily obtained, namely. the 
printed form of it. After all, the public interest 
is served by stopping the objectionable advertis 
ing by the quickest means possible . and an effec. 
tive order will eliminate the objectionable adver 


tising in all media. 


Question: Would you make a distinction between ad- 
vertising on television and the same or similar adver- 
tising in other media? That is, would a questionable 
claim on tv be more damaging than the same claim in 
printed media? 
Vr. Kintner: 


Trade 


several media commands most attention from its 


It is not the function of the Federal 
Commission to determine which of the 
reader or viewer. It is sufficient that questionable 
claims be investigated regardless of hou effective 


the media’s impact might be. 


Question: There has been a great deal of publicity 
about fraudulent commercials. In actual fact, however, 
of the commercials on the air recently do you feel a 
significant percentage has been fraudulent? Could you 
make an estimate on this percentage? 





objectionable advertising by 


says. 
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Federal Trade Commission in polic- 
ing television, the fact remains that 
many FTC actions against deceptive 
advertising are based on those that 
appear in printed media. One reason 
for this is that the commission en- 
counters less difficulty in proceeding 
against advertising that is printed. 
For example, if the same ad appeared 
in print and on tv, the commission 
might base its case on the evidence 
most easily obtained, namely, the 
printed form of it. After all, the pub- 
lic interest is served by stopping the 


quickest means possible, and an effec- 
tive order will eliminate the objec- 
tionable advertising in all media.” 

In view of the adverse publicity 
about questionable commercials, Mr. 








Wr. Kintner: It is my opinion that most com- ample, the use of shaving cream for foam ona 


heat of 


photographic lights is a harmless artifice, pro. 


well within the law and 


le gally obje Cc- 


merctais on teievision are glass of beer in order to survive the 


that only small proportion are 
tionable. vided it faithfully portrays how the beer would 


look under normal conditions. 


Question: In some cases agencies seem to have trouble 


Question: It has been asked: if the consumer is not 
hurt, isn’t the most unlikely visual device in a com 


determining how far they can go in giving a commer- 
cial selling punch and still not go beyond the pale 
into deception, How would you decide the difference 
between a harmless artifice and misleading the public? 
Wr. Kintner: 


sion has no obje 


mercial permissible? Is this in essence the basis for 
many FTC decisions? Or is any improbable gimmick 


. ‘ » — ? 
Generally speaking, the commis- today unacceptable ? 


ction to commercials that simply Mr. Kintner: An unlikel. 


visual device is per- 
= Dap or na - . . . 
portray products in their best light. Our concern missible in a commercial provided there is 


is with those representations that impart to a 


present no element of deception, even for the 


product virtues which it does not have. We also unsophisticated viewer. What is obviously good 


are alert to unfair comparisons, in which the fun and showmanship is all right, but if the 


advertiser's product is made to appear attractive camera or other trickery gives a product virtues 


and competing products are denied the same 


it does not possess, this is unacceptable. 
photographic embellishment. 


; 4 Question: The advertiser is ultimately responsible for 
Question: Would you a example of what — what is said in a commercial and how it is said, yet in 
consider _ “harmless artifice” that could be used in a practice the agency usually makes the decisions on these 
commercial as compared to a type of device that you points. Do you feel that, in some cases where commer 
consider deceptive? cials have gone beyond the facts in trying to sell, this 
Mr. Kintner: Here again, the test of whether an was without the knowledge or consent of the advertiser? 


If this happened what would the FTC policy be toward 


artifice is harmless depends on its capacity to 


deceive the public in a material respect. For ex- 


such an advertiser? 


Kintner was asked if he felt a sig- 
nificant percentage of on-the-air ma- 
terial was fraudulent. 
“It is my opinion that most com- 
mercials on television are well within 
the law and that only a small propor- 
tion are legally objectionable.” Al- 
though he would not offer an estimate 
on the percentage of deceptive com- 
mercials on the air in recent times, 
it seems reasonable to assume that 
the relationship is something like 500 
to one, since of the thousands of com- 
mercials telecast in the past few 
months, only a handful have been 
cited by the FTC. 

Since there has been so much noise 
made about these few commercials 
(and little has been said about their 
print counterparts), it seems natural 


His answer: 
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to wonder whether, if a doubtful 
claim on tv is more damaging than 
the same claim in print, this isn’t a 
kind of backhanded acknowledgment 
of the medium’s power. Mr. Kintner 
refused to be drawn into this discus- 
sion. “It is not the function of the 
Federal Trade Commission to deter- 
mine which of the several media com- 
mands the most attention from its 
reader or viewer. It is sufficient that 
questionable claims be investigated 
regardless of how effective the media 
impact might be.” 

A review of the FTC’s powers over 
advertising, as well as some specific 
examples of its recent decisions, 
might serve as a guide for advertisers 
and their agencies. One of the 
earliest of commission orders relating 


to false and misleading advertising to 
reach the courts occurred in 1919 
(Sears, Roebuck & Co.), and in 1922 
the Supreme Court approved an FTC 
order to cease and desist from false 
and misleading advertising (Winsted 
Hosiery Co.). According to Mr. Kint 
ner, as early as 1925 orders directed 
against false and misleading advertis 
ing constituted 70 per cent of the 
total number of orders issued by the 
commission annually. 

However, in the early years of the 
FTC many argued that its basic grant 
of authority was limited to enforce 
ment of the anti-monopoly policy d 
the Federal Government (Section 5 
of the FTC Act simply declared ut 
lawful “unfair methods of competi 
tion in commerce.”). Many chat 
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Question: Do you feel the agencies are doing all that - 
they can to educate their clients on permissible adver- Question: You favor self-regulation. Has your agency 


tising techniques? If so, could you give an example? been able to assist industry groups in this area? 


; . . 
i certatiniy ado f 


Question: Would it be possible to draw up a simple 
set of rules under which advertisers and their agencies 
could operate—a sort of Ten Commandments for Ad- 
vertisers—that would help keep advertisers from stray- 
ing into forbidden ground? Could you give us such 


a set of rules? 


lenged this interpretation, but it 
wasn’t until 1931 that one important 
question—whether the FTC could 
prohibit advertising that misled the 
public even though there was no 
showing of competitive injury to 
truthful resolved, 
adversely, in the eyes of the com- 
mission. 


advertisers—was 


In that year the Supreme Court 
held in the Raladam case that the 
FTC lacked jurisdiction to proceed 
against false advertising where no 


substantial competition, present or 
potential, was shown to have been 
injured or clearly threatened with 
substantial injury by the advertising 
sought to be prohibited. 

This decision led to the eventual 
passage of the Wheeler-Lea amend- 


ments to the FTC Act in 1938, and 
the basic prohibition of Section 5 
was made to read: “Unfair methods 
of competition in commerce, and un- 
fair or deceptive acts or practices in 
commerce, are hereby declared un- 
lawful.” This was meant to counter- 
act the Raladam decision, but the 
1938 amendments went further, add- 
ing Section 12 to the FTC Act, which 
declared certain advertisements of 
foods, drugs, devices and cosmetics 
unfair or deceptive acts or practices 
in commerce within the meaning of 
Section 5. The FTC was also given 
additional procedural 
against the false advertising of these 
products. Since then, Congress has 
granted it specific powers over the 
false advertising of fur products and 


weapons 


textile fiber products. 

Under Sections 5 and 12 the com- 
mission moves through the adminis- 
trative adjudicatory proceeding 
which may result in an order to cease 
and desist. In addition, Sections 13 
and 14 provide extra means of stop- 
ping the dissemination of false adver- 
tising of food, drugs, devices and cos- 
metics by the seeking of injunctions 
and criminal penalties. 

The FTC usually joins the indi- 
vidual owners of a corporation with 
the corporation as parties respondent 
where the corporation is actively con- 
trolled by a small number of owners, 
but it should be noted that it also 
joins advertising agencies where it 
has appeared that the agency was re- 
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Tv and radio receivers 








Set replacement and color market make television medium 


hree factors are expected to make 
the television set market a good 
one this year. 

First, the average television set 
traded in on a new set is estimated to 
be 11 years old. Some 40 per cent of 
the receivers now in use are six years 
old or older. 

Second, there is an increasing trend 
toward more than one tv set in a 
home. Last year 25 per cent of sets 
sold went to homes with at least one 
operating television receiver. It is es- 
timated that Americans now have $16 
billion invested in tv sets. 

Third, the sale of color sets is defi- 
nitely on the upgrade. Interest in them 
is at the highest pitch yet attained, 
and additional manufacturers are en- 
tering the market. 

With shorter picture tubes enabling 
designers to create thinner and more 
stylish cabinets, the industry is ex- 
pecting a very good year in television- 
set sales. 

Last year manufacturers spent an 
estimated $5.5 million in television 
network advertising. Dealers and dis- 
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tributors added a sizeable sum in local 
and regional support. 

Across the country results from 
these local campaigns indicate that 
television is an ideal medium on which 
to sell television sets. The fact that al- 
most all of the market is with people 
who already own a set of some kind 
makes television perfect for display- 
ing the new cabinet styles, as well as 
demonstrating the advances in engi- 
neering. 

Outlined here are the experiences of 
a few of the many dealers who have 
used tv successfully to sell both tv re- 
ceivers and radio sets. 


Davega Package 

Davega Stores Corp., one of the 
leading television, radio, phonograph 
and appliance houses in the country 
with 26 retail outlets throughout New 
York City and its suburbs, had used 
sporadic tv spot campaigns of short 
duration until this year. At the end 
of January the chain bought a 10- 
week feature-film package on wPIX 
New York and found the results satis- 


factory enough to indicate a renewal 
later in the spring. 

In a co-op deal with 12 tv-set manu- 
facturers, Davega allocated about 
$30,000 to Hollywood Showcase, 
aired on WPIX Sunday afternoons 
from 2:30 to 4 and presenting movies 
of the calibre of Les Miserables. 
Eighty-five per cent of the Davega 
commercials were done live by a 
feminine emcee, Linda Fields, who 
also handled the introductions and 
lead-ins to the films. 

Says Jack Geller, of Weiss & Geller, 
the agency handling the Davega ac- 
count: “Hollywood Showcase has 
done a good job—an institutional job 
for Davega, and a selling job for the 
manufacturers who participated in it.” 


Tv Proved Itself 

“We discussed the use of tv for Gen- 
eral Electric well over two years,” says 
Walter C. Vester Jr., vice president of 
Baer, Kemble & Spicer Advertising, 
agency for General Electric Appl- 
ances and Television Receiver Divi 
sion of Cincinnati. “Then we took the 





unt best for promoting new sets 


, Ow ae Oe, | Ok 


a. o @ 











plunge last June with a minimum 
schedule, which since has expanded 
twice and is now an across-the-board 
contract. 

“Plans for the new year definitely 
include the uninterrupted use of 
wLw-T Cincinnati. The Paul Dixon 
Show is selling for us—we use this 
show exclusively in Cincinnati.” 

The current contract is the third 
consecutive renewal with the station 
and the program. It calls for six spots 
per week on the Dixon show (9-10:30 
a.m., Mon.-Fri.) . 


Doubled Volume 


“We doubled our sales volume this 
year over last,” says Dale Powell, gen- 
eral manager of General Appliance 
Co., in speaking of the success of his 
television-receiver sales in Missoula, 
Mont. 

The appliance firm is spending $2,- 
000 annually on KMSO-TV Missoula 
for a spot saturation once a month. 
Mixing 10-second ID’s with minute 
live studio demonstration shots, Gen- 
eral Appliance promotes its “Ware- 


house Sale,” “Truck-Side Sale” and 
other regular promotions. 

“On our warehouse sale where peo- 
ple could ‘buy ’em in the crate’ we 
found television spots were very bene- 
Powell. “They 


brought in many rural people and 


ficial,” says Mr. 


people from small communities, as 
well as local people. 

“On our truck-side sale we sold a 
large trailer full of tv sets. Tv spots 
brought in many people who bought. 
It was easy to trace the results to tv 
in the cases of people from outlying 
communities. The sale was very suc- 
cessful.” 

“Tv promotions have undoubtedly 
helped a great deal” in the successful 
year the appliance company has just 
ended, in the opinion of the executive. 


Tv Gives Leads 


“Television has given us more leads 
than any other medium, better cover- 
age, better representation,” says Bert 
Weinhold, president of Muntz Televi- 
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a series of product group success stories 





Selling with Tv 


Associated Distributors Inc., 210 
South Meridian, Indianapolis. 
Louis Randle Sr. and Jr., owners. Buy 
10-minute newscast (11-11:10 p.m., 
Thurs.) on WFBM-TV Indianapolis. 
During recent national contest the 
company sold 200 color receivers 
weekly. Charles Biddle, of Associated 
Distributors, was national winner. 


Annual budget: $15,000. 
Caldwell’s, six stores in Good- 


land, Kan., area. Jim Caldwell, 
owner. The stores sponsor a half-hour 
bowling show and the California Na- 
tional Productions program T he Great 
Gildersleeve. both on KBLR-TV Good- 
land. Mr. Caldwell feels that the cam- 
paign “reaches more customers with 
less dollars” than any other media he 
uses. Annual budget is about $8,400. 


Morris Distributing Co., W. Fay- 
ette St. Syracuse, N. Y. Tom Quil- 
ter, president. Purchases minutes, 20's 
and ID’s on WHEN-TV Syracuse. Most 
of the spots are used on week-ends. 
The client is also an alternate sponsor 
of Conquest for its RCA line. Ap- 
proximate annual budget: $12,000. 


B. H. Spinney, Inc., W. Fayette 
St., Syracuse, N. Y. Peter Pfieffer, 
general manager. Buys minutes, 20's 
and ID’s mostly on week-ends on 
WHEN-TV Syracuse to promote its line 
of Motorola tv sets and appliances. Ap- 
proximate annual tv budget: $5,000. 


Thoben Elrod Co., 500 Amster- 
dam Ave., Atlanta. Thoben Elrod, 
president. Uses 60-second daytime and 
late-evening announcements. “All our 
dealers are happy with the results of 
our advertising on WLW-A television,” 
says Mr. Elrod. “Our Emerson 
color tv sales increased 290 per cent 
in 1959 over 1958. We tallied a 65- 
per-cent increase in sales of television 
receivers and a 68-per-cent increase 
in sales of radios in 1959 over 1958.” 


Tom Kiel Store, Goodland, Kan. 
Tom Kiel, owner. Sponsors one-hour 
wrestling program and a quarter-hour 
sports show weekly on KBLR-TV Good- 
land. Mr. Kiel reports customers for 
television sets from an 80-mile radius. 
. 


Has had a “tremendous” increase in 


sales. Annual budget: $6,000. 


Abs 





stations look upon 


Byer many 

public-service programming with 
an attitude bordering on the rev- 
erent. 


So implied a great majority of 
respondents who participated in the 
sixth “timebuyer opinion panel” con- 
ducted by NBC’s Spot Sales depart- 
ment. 

“A station showing the fourth 
re-run of Highway Patrol,” the com- 
plainants indicated, “not only floods 
the buyer’s desk with advance notice 
of the program’s premiere, teaser 
postcards, photos of pretty girls posed 
in patrol cars, etc., but follows up 
with regular notification on how the 
show is leading the ratings, attract- 
ing nothing but high-income viewers 
and getting renewal after renewal. Let 
the same station do a public-service 
series and no one hears a word about 
it.” 

Typical comments from some of 
292 panelists who returned question- 
naires—when asked what they would 
like to see in a station’s public-service 
report—were: “I am not aware of 
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NBC Spot Sales executives (l. to r.) Bill Fromm, George Dietrich, 


any continuing series of reports to 
agencies” and “I have never per- 
sonally seen such a report from any 
radio or tv station.” Buyers offering 
ideas on what information was 
wanted asked for the usual data on 
ratings, homes delivered, etc., but 
put particular emphasis on qualitative 
material as to audience composition, 
income level and post-program re- 
action. 

Reports should vary depending on 
the type of program, said one re- 
spondent. On news “scoops,” the 
station should get brief and frequent 
mailings out to the buyers while the 
subjects are still hot. On a station 
crusade for new legislature or re- 
form, buyers should be notified as 
the drive nears its goal. On cultural 
programs, there should be regular 
reports on the kind of shows and 
what they have achieved. 

What would intensified publicity 
do for public-service programming 
in general? The answer is fairly 
simple: it would probably get many 
of the great number of sustaining 


shows underwritten by advertisers. 
This conclusion can be drawn from 
the replies to question 2 of NBC's 
survey, in which 72 per cent of the 
respondents said they would be more 
inclined to recommend purchase of 
a p.s. program if they had more 
qualitative audience information than 
presently available. Of 290 respond- 
ents, 207 (72 per cent) said they 
would be so inclined, 30 (10 per 
cent) said they wouldn’t, and 53 (18 
per cent) returned a “don’t know.” 
With much of the industry in- 
formation about a local station’s 
public-service activity confined to in- 
frequent stations managers’ conclaves 
and trade reports such as found in 
the annual TV AGE public-service 
round-up (April 4), it is little wonder 
that less than half of 264 respondents 
replied affirmatively to NBC’s ques- 
tion 1. The question asked if any of 
the buyer’s clients had expressed an 
interest in sponsoring a public-service 
program, or if the buyer himself had 
recommended to a client that he con- 
sider sponsoring such a show. The 





answers: 
Yes sas 42% 
No asset 54% 
Don’t know ..... 10 4% 
264 100% 
Through the years the ratings have 
shown that the average public-service 
program will reach a limited audi- 
ence, in comparison with almost any 
form of entertainment programming. 
As an advertiser’s time costs are 
usually identical for either type of 
show, he must be given an added 
incentive for backing public-service. 
Nearly three-quarters of replying 
panel members felt the “qualitative 
characteristics” of the limited audi- 
ence offset any lack of mass appeal. 
Of 287 respondents, 210 thought the 
advertiser would benefit from the 
higher - income, higher - intelligence 
Viewers of p.s. programs. Only 44 
(15 per cent) believed this audience 
did not represent a sufficient value 
to counteract an increase in cost-per- 
thousand. 


In order to sell public-service pro- 


Public-service 
need: 
publicity 


NBC’s timebuyer panel 


thinks advertisers would 


support shows if they heard 


more about them 


grams, the advertiser must be made 
aware of the positive factors received 
from a pitch to a select audience. 
Again, it’s a job of promotion. E. 
Grant Scheck, vice president of 
Scheck Advertising, Newark, said, 
“One of the big problems is to 
program at times generally con- 
venient for the men—in other words, 
prime evening time. Naturally, this 
can only become practical to a 
medium if it is successful in finding 
a sponsor. This, in turn, requires 
good salesmanship on the part of the 
medium. The potential sponsor must 
be able to anticipate tangible benefit 
from such sponsorship.” 

The benefits most television adver- 
tisers expect from the medium are an 
increase in sales and/or an improved 
corporate “image” or company- 
customer relationship. The opinion 
panel had varied ideas on the job a 
public-service program could do for 
a specific kind of advertiser. 

Agreement was almost unanimous 
that programs based on other foun- 


dations than that of entertainment 


could help mold a favorable corpo- 
rate image. About 95 per cent of 291 
respondents thought so, while only 
two per cent voiced a negative view, 
and three per cent remained on the 
fence. 

Some 64 per cent of 283 respond- 
ents believed public-service shows 
“help 
high-cost, hard-goods product.” The 


could actively promote a 
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“Public-service programming 
. . . brings io television an 


°° 


additional audience . . . 


DON HELLER 
Broadcast Media Buyer 
N. W. Ayer 
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“could not’s” and “don’t know’s” 
split almost evenly, with 18 per cent 
of the respondents in each group. 

When it comes to selling a low- 
cost, high-turnover product—soap, 
groceries, cosmetics, etc.—nearly 
one-half of the 285 timebuyers and 
agency executives thought public- 
service shows were not the proper 
vehicle for the advertiser. One out 
of four respondents, however, did 
feel that this kind of product could 
be sold via such programming. The 
remaining quarter had “no opinion.” 

Nancy Fritz, media director at 
Adams & Keyes, Los Angeles, voiced 
a majority view: “Public-service pro- 
gramming will increase its effective- 
ness in sales in the future. . . . At 
this time, this type of program can 
build an impressionable corporate 
image for the sponsors, but is not 
too effective in sales.” 

Pointing out that a twofold pur- 
pose can be attained with public- 
service programming, tv-radio direc- 
tor Trent Christman of Holst & Male, 
Inc., Honolulu, referred to a series 
of 26 one- and two-hour shows taped 
for the Hawaiian Electric Co. “We 





“More local issues should 
be explored to enable 
viewers and listeners to 
increase their knowledge . . .” 


JANET MURPHY 
Broadcast Media Supervisor 
L. C. Gumbinner 











36 April 18, 1960, Television Age 


feel,” he said, “that this program can 
and does do an exceptional job of 
maintaining a valuable company 
image while at the same time pro- 
viding a vehicle to showcase the 
company’s selling spots.” 

An anonymous New York buyer 
stated, “We haven’t been aware of 
many efforts by stations or networks 
to sell public-service programming 
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*... the broadcaster can pro- 
vide a favorable backdrop for 
the advertiser’s message . . .” 


ARTHUR 8S. PARDOLL 
Associate Media Director 
Foote, Cone & Belding 











commercially. We have felt the quan- 
tity and quality of such programming 
have been increasing, and many 
might be good commercial vehicles.” 

Media supervisor Jack Carver, at 
Doherty, Clifford, Steers & Shenfield, 
Inc., New York, noted that the ques- 
tion of p.s. programming for com- 
mercials is dependent upon three 
things—the products being adver- 
tised, the commercials themselves 
(how and what they say and do) and 
the type of program. “Commercials 
that blend in editorially with a pro- 
gram can best retain the attention of 
the audience,” he said. 

The panel’s opinions on whether 
commercials are as effective when 
blended into public-service programs 
as in other types of shows were sought 


in NBC’s question 11. The largest 
group of respondents, 99 out of 
283, thought public-service programs 
formed a more desirable commercial 
surrounding for an advertiser's 
message than the average show. “Less 
desirable” was the thought of 6 
respondents, while 89 felt there was 
no difference, and 32 fell into the 
“don’t know” category. 

An indication of the multi-faceted 
selling job a p.s. program can bring 
about was reported by Owen N, 
Dailey, owner-manager of Daily Ad 
vertising, Bakersfield, Calif. After 


running the first two hour-long pro 


grams in a series of 12 on surgery, 
Mr. Dailey was approached by a local 
médical society which wanted to par. 


ticipate in sponsorship of future 





. each radio and tv 
station develops an image— 
call it community character 
—and the primary ingredient 
is public service . . .” 


DONALD E. LEONARD 
Director of Media 
Fuller & Smith & Ross 











shows. The agency declined, prefer- 
ring to reserve full identification for 
its client, with such identification 
reported excellent, although the pro 
grams have no commercial content. 
Individual members of the medical 
profession, in addition, have noted 
that the program has been gratifying 














“... tv and advertising have 
developed simultaneously 
to the point where public- 
service programming takes 
on a more attractive 
appearance .. .” 


SAM B. VITT 

Vice President 

Associate Media Director 
Doherty, Clifford, Steers & 








Shenfield 





as an aid to prescription sales. 
Whether sponsored or not, public- 
service programs on a station benefit 
the outlet’s advertisers. That was the 
opinion of 65 per cent of 289 re- 
spondents to question 4 in the survey: 
Does a station that develops a strong 
public-service image also provide 
greater sales effectiveness for ad- 
vertisers? Only 54 replies (19 per 
cent) doubted the 
effectiveness was increased; 16 per 


station’s sales 
cent had no opinion. 

Speaking for the majority, Arthur 
Pardoll, associate media director at 
Foote, Cone & Belding, Inc., New 
York, said, “Through diversified 
public-service programming a station 
has an excellent opportunity to estab- 
lish a close identity with the local 
community. In this way the broad- 
caster can provide a favorable back- 


drop for the advertiser’s message. 
The image of the station can have 
an effect on the reception of this 
message. Therefore, it behooves sta- 
tions to put their best foot for- 
E> ae” 


Obviously, from a sales standpoint 
a station’s “best foot” is a program 
both sellable and yet in the “public 
service” area. Precisely what consti- 
tutes public-service viewing fare is 
often indefinable. Sanford Kahn, tv- 
radio director at Mulle, Breen & 
Waldie, Beverly Hills, wrote, “Where 
can you draw the line between tele- 
casting the Olympic games as a public 
service and telecasting a sponsored 
football game? Is Meet the Press 
public service or entertainment? Isn’t 
a 6 p.m. cartoon a public service to 
parents?” 

On the same theme, Walter Guild, 
president of Guild, Bascom & Bonfigli, 
San Francisco, said, “Public-service 
programming does not have to be 
‘egghead’ programming. . . . Ap- 
proach public service from the view- 
point of public interest and you 
broaden the scope of mass apprecia- 
tion of tv. Now, everything that is 
not straight entertainment is ‘Sunday 
afternoon’ stuff.” 

Asked to indicate the program 
types which they thought would have 
the “greatest audience appeal in 
evening time,” the timebuyer panel 
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“.. any programming 
should not be regarded as 
just a device for audience 
collection . . .” 


JACK K. CARVER 

Media Supervisor 
Doherty, Clifford, Steers & 
Shenfield 











produced the following rankings: 
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*Based on assigning a weight of 9 
for first choice, 8 for second, 7 for 
third, etc. 

The question of what happens 





“. . . unfortunately, 

too many sponsors are 
interested only in ratings 
and numbers.” 


MAL OCHS 
Media Buyer 
Grey Advertising 











when a station programs a panel 
discussion of a local problem con- 
cerning a religious conflict with news 
significance was not investigated. 
However, some respondents chided 
the questionnaire for not including 
biographies, travel programs, news- 
weather-sportscasts, etc., as public- 
service formats. Leslie B. Sterne, 
radio director at Smith, Taylor & 
Jenkins, Pittsburgh, said, “The recent 
Armstrong Circle Theatre’s exposé of 

(Continued on page 105) 
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Pinpointing 
the prospects 


Advertisers find all 
income groups view tv 
but each program has 

a time-period 


preference 
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i” thinking of television as a mass 
medium, advertisers often lose 
sight of the fact that it also is a 
“class” medium. 

Most often it is the manufacturer 
of high-priced merchandise who 
ignores video selling in the belief that 
his prospects—upper-income families 
with more money to spend—“never 
demean themselves by watching a 
television program.” In order to 
prove the error in this thinking, it is 
only necessary to point out that no 
medium can truly be one that reaches 
the masses unless it reaches a sizable 
segment of the total population, neces- 
sarily cutting across all economic 
groups. 

Upper-income families, it can be 
shown, actually view tv as frequently 
as any other income group—except 
for weekday daytime periods. Their 
program tastes are readily defined, as 
are the periods in which they deliver 
higher shares of audience. 

An awareness of such data is nat- 
urally more important, perhaps, to a 
manufacturer of a $3,000 automobile 
than to the maker of a nickel pack 
of chewing gum. First of all, the car 
manufacturer should be interested in 
knowing that upper-income homes 
view tv an average of 37.7 hours per 
week, as compared to the national 
average of 39.9 hours (figure 1). As 
he automatically has two or three 
hours less in which to reach his pros- 
pects—than if he were selling to low- 
or middle-income groups—he must 
seek the time periods when he can 
reach the most potential customers. 





2. % Differences, Upper-In- 
' come Average Audience to 
National Rating, Selected 
Nighttime Shows 
Alfred Hitchcock + 20% 
Show of the Month + 27% 
Eyewitness to History* +46% 
George Gobel +15% 
Garry Moore + 9% 
Jack Benny +15% 
Markham +27% 
M Squad + 24% 
Playhouse 90 +21% 
Perry Mason +11% 
R. Taylor-Detectives +15% 
Startime +13% 
Steve Allen +11% 
Special Tonight + 24% 
20th Century +15% 
U.S. Steel Hour + 26% 
* Dec. 20, 1959. 


Source: Nielsen. 














1. Average Weekly Hours Tv 
Viewing By Income Level 


weekly % of 
hours total 
pertv US. tv 
All U.S. home homes 
tv homes 39.9 100.0% 
By income 
level: 
Under $5,000 39.5 
$5,000-$7,999 41.8 
$8,000 & over 37.7 


Source: Nielsen, March, 1959. 











Within any week the hypothetical 
car manufacturer would discern that 
there are specific periods when the 
percentage of his sought-after upper- 
income audience equals or exceeds 
the national average. Early morning, 
7-9, is one such daytime period. 
During these hours 9.2 per cent of 
homes in the $8,000-plus bracket are 
tuned in on an average minute of 
tv—a figure well above the 8.7 per 
cent of total U. S. tv homes. 

Again, upper-income homes tend 
to do their heaviest viewing in the 
evening hours from 8 to midnight. 
At 8 p.m. 67.1 per cent of upper 
income homes are tuned in during 
the average minute, as compared with 
a national average of 68.5. An hour 
later the high-income homes have 
surpassed the national average, regis 
tering 57.9 to 55.2 for the total U.S. 
Between 11 p.m. and midnight 310 
per cent of $8,000-plus homes are 
average-minute viewers, as compared 
to a national average of 28.4. (Source: 
Nielsen. ) 

Having determined the best hours 
in which to reach his prospects, the 
producer of that expensive auto- 
mobile might next be interested in the 
kind of program that would have the 
greatest appeal. A study of programs 
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currently on the air that have greater- 
than-average upper-income viewers 
reveals this audience prefers an as- 
sortment of comedy, variety, dramatic 
and special programs, as well as 
mystery and western shows of quality. 

The variety of program appeal can 
be noted from the titles in figure 2. An 
Eyewitness To History broadcast cap- 
tured the largest percentage of upper- 
income viewers, but such shows as 
U. S. Steel Hour, Playhouse 90, 
Special Tonight and Show of the 





% Differences, Upper-in- 
come Average Audience To 
National Rating, Selected 
Westerns 
Gunsmoke +0.8% 
Wagon Train 0.0% 
Have Gun, Will Travel + 4% 
Maverick + 7% 
Rifleman — 4% 
Wyatt Earp — 11% 
Rawhide — 6% 
— 20% 
Source: Nielsen, November-De- 
cember 1959. 


Cheyenne 





4. Yo Differences, Upper-In- 
come Average Audience To 
National Rating, Daytime 
Shows 

As the World Turns 

Edge of Night 

Love of Life 

Search for Tomorrow 

Secret Storm 

December Bride 

Millionaire 

Millionaire (night) 

Gale Storm 

Gale Storm (night) 


—18% 
—26% 
—32% 
—20% 
—38% 
—27% 
—19% 
—30% 
—29% 


—l17% 














Month also are strong attractions. 
Surprisingly, it seems, Markham and 
Alfred Hitchcock Presents draw as 
well or better than the dramatic epics 
among the high-income homes, but 
their appeal can be traced, perhaps, 
to Ray Milland’s sophisticated ap- 
proach and Hitchcock’s intellectual 
one. (Possibly a taste for slickiy pre- 
sented “escapist fare” puts M Squad 
and Perry Mason on the preferred 
list.) 

Among shows that appeal strongly 
to lower-income families are Wednes- 
day Night Fights, Wells Fargo, Real 
McCoys, Cheyenne and Tennessee 
Ernie Ford’s half-hour. 

The westerns included in that 
group might support the often-heard 
idea that cowboy fare attracts only 
“lowbrow” viewers. Such an attitude 
is based on misleading generaliza- 
tions. A look at the November- 
December 1959 ratings by income 
level for eight top western pro- 
grams shows no consistent weakness 
among high-income families. While 








Cheyenne and Wyatt Earp were be- 
low the national average among up- 
per-income homes, Gunsmoke, Have 
Gun, Will Travel and Maverick ex- 
ceeded their national ratings among 
homes earning $8,000 or more (fig- 
ure 3). 

Daytime programming during the 
morning and afternoon hours num- 
bers its steady viewers among the 
low- and middle-income groups. Soap 
operas in particular have little appeal 
for the moneyed segments of the 
population, rating almost an average 
30 per cent below the national figure. 
The same holds true for such pro- 
grams as The Millionaire, Gale Storm 
Show and December Bride, to take 
daytime examples (figure 4). 

Interestingly, the nightime counter- 


parts of the Gale Storm and Million- 
aire programs attract greater percent- 
ages of low-income homes than the 
daytime telecasts, possibly because 
the low-income families are busy 
during the day with jobs as well as 
household tasks, children, etc. 

Returning to nighttime program- 
ming, there is a very slight variation 
in appeal to specific income groups be- 
tween the three networks. A com- 
parison of data on 88 different pro- 
grams showed that CBS-TV had an 
above-average attraction for the mid- 
die- and high-income groups, while 
NBC-TV had a slightly-below-average 
diaw for lower-income homes. NBC- 
TV, however, with the same national 
rating as ABC-TV, appeared to be a 
better attracter of high-income homes 
than ABC. 

The complexity of competitive fac- 
tors that influence a program’s audi- 
ence composition is illustrated by a 
three-network view of the Sunday 
9:30-10 p.m. period. As can be seen 
in figure 5, both ABC’s The Alaskans 
and CBS’ Alfred Hitchcock Presents 
have more appeal for younger and 
larger families than NBC’s Chevy 
Show. A sharp split of audience—on 
the basis of income level—takes place 
between the mystery-suspense series 
and the Gold Rush adventure show. 

Although each appeals to large 
families and young families, the 

(Continued on page 107) 





Total U.S. Tv 17.3 
By Income Level: 
Lower 17.6 
Middle 17.5 
Upper 16.5 
By Family Size: 
1-2 13.0 
3-4 18.1 
5+ 21.8 
By Age of Head of House: 
Under 40 20.8 
40 - 54 18.0 
55 + 14.1 





5. Sunday 9:30-10:00 P.M. Average Audience Ratings By Market Section 
(% Total Tv Homes) . 
The Alaskans 

(ABC) 


Source: Nielsen, November-December 1959. 


A. Hitchcock Chevy Show 
(CBS) (NBC) 
23.4 18.8 


18.1 18.5 
26.0 18.8 
28.1 19.2 


19.5 21.4 
24.1 17.6 
27.3 17.0 


25.3 14.8 
24.2 18.7 
21.0 21.5 
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hen it comes to cigarette selling, 
it’s not “what’s up front that 
counts,” but the television budget 
behind the product. 

And advertising expenditures be- 
hind last year’s new high in cigarette 
sales found two out of every three 
dollars being spent in the tv medium. 
As a whole, the tobacco industry rang 
up record gross time billings of 
$106,659,190 for national and re- 
gional spot and network television. 

This figure, as furnished by the 
Television Bureau of Advertising, rep- 
resents better than a 14-per-cent in- 
crease over 1958 video billings of 
$93,443,822. 

Cigarette advertising alone last 
year accounted for more than the total 
tobacco industry’s expenditure in the 
previous year, with $96,356,529 spent 
to buy spot and network time for 
regular brands, new brands, new ver- 
sions of old brands and the like. An- 
other $9,635,647 bought time for 
cigar and pipe-tobacco pitches. 

(In 1958, cigarette billings were 
$89,248,461 and cigar-pipe-tobacco 
billings totaled $3,413,776.) 

Norman E. Cash, president of TvB, 
pointed out that the record expendi- 
tures evidently helped to bring about 
a new record in cigarette sales, with 
456 billion units sold against a °58 
high of 436 billion units. “As a re- 
sult,” he said, “four of the five major 
companies reporting sales records 
showed earnings at an all-time high, 
despite the cost of introducing many 
new brands.” 

Highlighting the “new product” 
momentum of an industry long ac- 
customed to turning out a white, 
tobacco-packed cylinder roughly three 
inches long was a drive that saw three 
out of every four dollars spent in 
cigarette advertising going to promote 
filter-tips. The drive paid off. Filter- 
tips commanded a 50.5-per-cent share 
of the total cigarette market in 1959, 
with regular cigarettes holding 30.5 
per cent and king-size capturing the 
remaining 19.0 per cent. 

The filter-tip situation has changed 
greatly in seven years: in 1952 regu- 
lar cigarettes dominated the market 
with an 80.5-per-cent share; king-size 
brands held 18.2 per cent, and filters 
only 1.3 per cent. 
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Where there’s smoke... 


. . . there’s television, as cigarettes 


increase use of medium to set 


new sales records 





1959 Tv Billings—Major Tobacco Firms 
Spot* Network** Total 
R. J. Reynolds $4,252,450 $16,123,827 $20,376,277 
Brown & Williamson 9,252,640 8,592,953 17,845,593 
P. Lorillard 4,177,170 12,825,558 17,002,728 
Liggett & Myers 2,948,590 11,591,507 14,540,097 
American Tobacco 3,467,440 9,881,440 13,348,880 
Philip Morris 4,387,270 8,595,078 12.982.348 
1959 Tv Billings—Major Cigar Firms 
Bayuk Cigars, Inc. $ 163,210 $5,962,778 $6,125,982 
Consolidated Cigar 
Sales, Co., Inc. 1,101,850 782,115 1,883,965 
General Cigar Co. 439,110 550,926 990,036 
1959 Billings—Top 10 Cigarette Brands 
Spot Network Total 
1. Kent (F) $2,859,230 $7,331,735 $10,190,965 
2. Viceroy (F) 3,125,610 5,236,084. 8,361,694. 
3. Winston (F) 1,096,860 6,195,042 7,291,902 
4. Salem (F-M) 2,266,130 4,633,990 6,900,120 
5. L&M (F) 1,474.2 5,093,975 6,568,865 
6. Camel (R) 809,000 5,275,128 6,084,128 
7. Pall Mall (K) 1,020,600 4,098,601 5,119,201 
8. Parliament (F) 2,285,540 2,705,102 4,990,642 
9. Chesterfield (R,K) 392,380 3,968,516 4,360,896 
10. Tareyton (F-K) 1,676,670 2,091,869 3,768,539 
(PF, filter; M, menthol; R, regular; K, king) 
*TvB-Rorabaugh 
**NA-BAR, released by TvB 











Kent, a filter-tip brand, was the 
leading video user in 1959, spending 
more than $10 million and putting 
about two-and-one-half times as much 
money into network as in spot. Of the 
10 top brands on tv seven were filters. 





Most of the brands were strongest in 
network, although Parliament and 
Tareyton had spot expenditures fairly 
close to their network investments. 
The top 10 brands accounted for more 


(Continued on page 105) 
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SYNDICATION SETBACK 

Sun Oil Co. is the latest gasoline 
advertiser to increase its spot-an- 
nouncement schedule at the expense 
of syndicated programs. It’s under- 
stood that the company’s new Sunoco 
200X gasoline is being heavily pro- 
moted in 43 markets with spots in 
prime time, mostly for news and 
weather shows. In some areas, a few 
syndicated properties are still run- 
ning, but it is understood these will 
be dropped as they run out. Last 
November, Sunoco had various pro- 
grams on the air in approximately 44 
markets. This move follows an earlier 
one by Amoco, which this month 
ended its 60-market commitment on 
CBS Films’ U.S. Border Patrol to 


concentrate on announcements and 
news/ weather programs. 


SG BOX SCORE 

Screen Gems is well ahead of itself 
(and of much of the competition) in 
the national sweepstakes for next sea- 
son. The Columbia subsidiary has al- 
ready wrapped up 13 national deals, 
and at press time had several others 
just about completed. 

In the nighttime network area, SG 
had six half-hours going for it at this 
time last year for the current season; 
for next fall, eight network shows are 
committed for a total of five hours a 
week. They are: The Donna Reed 
Show (ABC-TV); Dennis the Men- 
ace (CBS-TV); The 


Flintstones 





FILM SUCCESS 


t looks as though a_ west-coast 

bank’s investment in Independent 
Television Corp.’s Sweet Success has 
amounted to just that. After just four 
short weeks on the air, the sponsor 
attributes a substantial increase in 
business to that investment, and to 
the unique nature of the series. 

According to Clem Shattuck, man- 
ager of the Santa Barbara Trust 
Deed & Mortgage Exchange, “though 
we have sponsored the series for only 
four weeks, the number of prospects 
it has brought us is substantially 
larger than the number gained 
through our previous television ef- 
forts. Also, I might add, on the 
average, they have been better quali- 
fied prospects.” The series, consist- 
ing of 39 episodes, is presented over 
KEYT-TV Santa Barbara, on Mondays, 
9:30-10 p.m. 

“An interesting note,” says Mr. 
Shattuck, 
pects and the public in general, have 


“is that customers, pros- 


mentioned that it was enlightening 
to have these true, authentic stories 
of young men and women who have 
made outstanding successes here in 
America. Certainly, it is a sincere 
and inspiring series that the whole 
family enjoys. We are proud to be 
associated with Sweet Success and 


. .. Santa Barbara Trust Deed & Mortgage Exchange 





are delighted with the cooperation 
we have received from Jack Douglas 
and ITC.” 

Sweet Success appears to be a 
natural for many banking and loan 
institutions. These include the Detroit 
Bank & Trust Co., the Colorado Trust 
Deed & Mortgage Market and Anchor 
Securities of Spokane. 

Jack Douglas is the triple-threat 
creator-narrator-producer of Sweet 
Success. Each of the 39 half-hour 
episodes presents 30 days from the 
life of a successful businessman, ex- 
ploring both his business and social 
life. The series is currently telecast 
in 40 markets. 






(ABC-TV); The Churchill Memoirs 
(ABC-TV) ; an hour-long Naked City 
(ABC-TV) ; Route 66, an hour-long 
program (CBS-TV); Father Knows 
Best (CBS-TV), and Tightrope (NBC- 
TV). 

Three programs have been sold net- 
work for the daytime. They are: Ruff 
& Reddy ard Circus Boy (NBC-TV), 
and Rin Tin Tin (ABC-TV). 

Finally, in the national spot field, 
new production on two established 
shows have been ordered by the 
Kellogg Co. for 1960-61. The pro- 
grams are Hanna-Barbera Produc- 
tions’ Huckleberry Hound and Quick 
Draw McGraw, each of which will 
run again on approximately 175 sta- 
tions. 

Last week negotiations were just 
about completed on a network level 
(in prime time) for two other pro- 
grams. They are The Proud Earth 


and Prindl. 


SALES... 

In its first 10 weeks in syndication 
Independent Television Corp.’s /nter- 
pol Calling has brought in close to 
$1.25 million. The series, based on 
the files of the International Police 
Organization, has been sold to local 
and regional advertisers in more than 
83 markets. These include Common- 
wealth Edison Co. for Chicago, Piel’s 
beer for New York City, Pfeiffer 
Brewing Co. for Detroit and Grand 
Rapids-Kalamazoo, Krey Packing 
Co. for St. Louis, Sealy Mattress for 
Pittsburgh and Renault automobiles 
for San Francisco ITC, inci- 
dentally, has penetrated the Iron 
Curtain for the second time. Four 
Just Men was sold to Czechoslovakia 
and has been scheduled on a regular 
basis. Another ITC series, Lassie, 
was sold recently to Yugoslavia. 

Ziv-UA’s Home Run Derby has 
been sold in more than 112 markets. 
Some of the recent transactions were 
completed with automobile dealers. 
These include Salina Chevrolet, Syra- 
cuse; Municipal Auto Sales, Miami, 
and Francis Motor Car Co., Port- 
land, Ore. . .. Another Ziv-UA series, 
Tales of the Vikings, has been sold 
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to nine more stations to bring if 
market total to 124 . . . Re-runs of 
Highway Patrol, distributed by the 
Economee division of Ziv-UA, have 
been sold in more than 132 markets, 
National Football League Presents, 
distributed by World-Wide Television 
Sales Corp., has been purchased by 
another six stations: KTVI St. Louis, 
wcau-Tv Philadelphia, wvec-tTv Nor. 
folk, Kotv Tulsa, wroL-Tv Toledo 
and WHYN-TV Springfield. It has been 
sold in a total of 105 markets . . 
Screen Gems has sold Dennis the 
Menace in the United Kingdom. The 
series, which will be presented under 
the title of Dennis (The Pickle), was 
purchased by Granda TV Network 
for presentation on outlets in Lanca- 
shire and Yorkshire for an April start, 
and by Associated-Rediffusion for 
London beginning in late fall. 


DISTRIBUTORS 

Banner Films has acquired a pack- 
age of 13 Tarzan features, original 
production dates on which range 
from 1943 to 1955. The pictures are 
now being offered to stations, with 
the proviso that telecastings may not 
begin until August. 

Foreign tv rights, excluding 
Europe, have been acquired on You 
Asked for It by Harold J. Denis 
International Film Distributors. Sales 
have already been concluded in 
Japan, Hong Kong, Manila, Bangkok, 
Bermuda, Cyprus and Nigeria. 

Screen Gems has released 72 more 
Three Stooges comedy shorts to make 
for 190 subjects available to stations. 
Brought out initially in groups of 
78 and 40, the shows are now play- 
ing on 165 stations . . . Waliei 
Schwimmer, Inc., has placed re-runs 
of ABC-TV’s All-Star Golf on the 
market-by-market route. A total of 
26 hour-long shows is being sold by 
the distributor under the title of 
Top Pro Golf. 

Flamingo Films, Inc., is releasing 
a library of 150 color cartoons to 
television. The cartoons, originally 
made abroad for theatrical distribu- 
tion, have been dubbed, and _ the 
package has been titled The Nutty 
Squirrels. Arrangements have been 
completed with the creators of the 
squirrels (which achieved some fame 





in the recording field) for adapting 
the characters to television. New car- 
toons as well as intros to the older 
ones are being produced by Trans- 
film-Wylde Animation . . . Cinema- 
Vue Corp. is distributing Pathe News’ 
Milestones of the Century, which con- 
sists of 260 headline news stories of 
the past 60 years. The program is 
available in three-and-a-half-minute 
segments for five-times-a-week, five- 
minute showings. 


PRODUCTION ... 

CBS-TV is concluding a co-pro- 
duction arrangement with Paramount 
Studios whereby virtually all of the 
network’s filmed series will eventu- 
ally be shot at the studio. The net- 
work attempted a similar arrange- 
ment at California Studios last year, 
but the deal fell through. Also avail- 
able for any overflow from CBS-TV 
City will be Paramount’s taping 
facilities. As a result, the network 
has decided against expanding its 
own production facilities on the west 
coast. 

Hal Roach Sr. is in negotiations 
for leasing back the Roach Studios 
from the trustees of Scranton Corp., 
which is ‘in receivership. Although 
Hal Roach Jr., who was associated 
with Alex Guterma in his ventures. 
would be barred from participating 
in any production on the lot, the 
probability of Mr. Roach Sr. obtain- 
ing a lease on the studio he con- 
structed is believed slim. 

NBC-TV is continuing its rapid- 
fire program development plans for 
next season. In the past two weeks 
the network has: 

Definitely set The Barbara Stan- 
wyck Theatre as a new program 
entry. Format will follow closely 
that of the Loretta Young show, with 
Miss Stanwyck starring in four out 
of five episodes, and hosting all. Lou 
Edelman is the producer. 

Signed Vic Morrow to star in The 
Avenger, a post-Civil War western, 
which the network itself will produce. 

Given the go-ahead for O’Connor’s 
Ocean, sea adventure starring John 
Payne, with the actor also doubling 
as producer on the hour-long show. 

Agreed to finance the pilot of 
another Edelman-produced package, 


| 


Advertising Directory of 


SELLING COMMERCIALS 





General Foods Corp. « Y&R 


RAY PATIN PRODUCTIONS, Hollywood 


National Biscuit Co. » McCann-Erickson 


ELEKTRA FILM PRODUCTIONS, INC., New York 





General Foods-Jell-0 » Y&R 


PELICAN FILMS, INC., New York 


Norelco « C. J. LaRoche 


FARKAS FILMS, INC., New York 





Max Factor 


TELEPIX CORP., Hollywood 


Pacific Telephone » BBD&O 


i, side ce’ 


TV CARTOON PRODUCTIONS, San Francisco 





Nash Rambler « GMM&B 


KLAEGER FILM PRODUCTIONS, INC., New York 





Pontiac « McManus, John & Adams, Inc 


NATIONAL SCREEN SERVICE CORP., New York 





April 18, 1960, Television 4ge 43 








FILM does the 


“impossible!” 


PRODUCER: MPO VIDEOTRONICS, Inc. 
ADVERTISING AGENCY: Doyle Dane Bernbach, Inc. 
ADVERTISER: Dreyfus Corporation 
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That's how it happens that you 
and millions of other viewers can 
see (and remember)—the lion 
strolling Wall Street. 

Same with so many other com- 
mercials, some rich with optical 
effects ... others, live with anima- 
tion! As a matter of fact, it’s film 
that makes both high-polish com- 
mercials and animation possible 

. assures you of coverage and 
penetration world-over. 

For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 
Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution 
of Eastman Professional Motion 
Picture Films, Fort Lee, N.J., 
Chicago, Ill., Hollywood, Calif. 








Big Jake, a detective series starring 
Andy Devine. 

Received an option on Defiance, an 
hour-long western being produced by 
Revue. 

Decided to test The Moment of 
Fear, an hour-long detective mystery, 
as a live summer replacement. The 
program will be slotted in the 10-11 
p.m. Friday-night period. 

The ABC-TV programming pat- 
tern is swinging ever more towards 
hour shows. Latest to be set are the 
TCF-TV-produced Hong Kong, 
bought by Kaiser Industries for the 
Wednesday 7:30-8:30 p.m. slot. At 
the same time, the network has re- 
newed the hour-long Naked City, 
Brown & Williamson and Bristol- 
Myers providing two-thirds sponsor- 
ship. The network is also financing 
the pilot of Unsolved, a mystery 
drama being produced by Jerry Lay- 
ton Productions. 

CBS-TV has ordered Route 66, 
hour-long long dramatic series deal- 
ing with activities of state troopers, 
for production through January 1961. 
Bert Leonard and Screen Gems pro- 
duce. . . . CBS Films is financing the 
pilot of Call Me First, private-eye ad- 
venture series created by Herb Mead- 
ows and starring Jackie Coogan and 
Reed Maxwell. 

In other production activity: Jane 
Wyman has been set as star of Dr. 
Kate, an anthology about a doctor, 
for which MCA is the sales agent; 
the comedy team of Rowan and Mar- 
tin will star in Assignments Un- 
limited, comedy-adventure drama, 
being produced by William B. 
White; Tolliver’s Trolley, a humor- 
ous human-interest series, is being 
packaged by Phil Karlson, who wrote 
the original newspaper cartoon series 
together with Steve Allen; Raylock 
Productions has acquired rights to 
Believe It or Not and will put the 
series before the cameras immedi- 
ately, and Norman Blackburn will 
film a new bowling show called 
Stars and Strikes. 

Confidence in the continuing 
growth of use of animated cartoon 
series for network and syndicated 
television is leading to further de- 
velopment of programming along 
these lines. Screen Gems and Charles 





Schneer are starting work on Sinbad 
the Sailor, utilizing the Dynamation 
animation process.. Regis Films is 
beginning work on the second half- 
hour episode of Sir Loin and the 
Dragon, which was originally seen 
on tv in five-minute segments. King 
Features syndicat: is starting sales 
on a group of 208 Popeye short 
cartoons. C. V. Whitney Productions 
is financing a series of 150 four-and- 
a-half-minute cartoons, which will 
be produced in Japan at a con- 
siderable savings in cost. 


NTA EXPANDS TAPE 

National Telefilm Associates ap- 
pears ready to move into the tape 
production and distribution field in 
an aggressive way. With the appoint- 
ment of Worthington (Tony) Miner 
as executive producer of The Play of 
the Week Production Co., a new NTA 
division, look for the NT&T subsidi- 
ary to come up with some new tape 
properties for network and syndica- 
tion, 

The new division is also responsi- 
ble for the production of The Play of 
the Week, which is now in syndica- 
tion. David Susskind, who has been 
serving as executive producer of that 
series since its inception last fall, 
continues his relationship with the 
show, but on an_ individual-play 
basis, allowing him more time for 
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United States Treasury « McCann-Erickson Inc. | 







his expanded Talent Associates ac- 
tivities. Mr. Miner, who started in 
the legitimate theatre in 1925, is 
best known in for such 
programs as Studio One, The Toast 
of the Town, The Goldbergs and 


Frontier. 


television 


PERSONNEL ... 

CBS Films has appointed James T, 
Victory to the new post of director 
of syndication sales and James H. 
McCormick to the position of east- 
ern sales manager. Previously, both 
men were account supervisors in the 
New York office. In his new post Mr. 
Victory supervises the regional and 
market-by-market sales efforts of all 
CBS Films offices, while Mr. Me. 
Cormick now directs the activities of 
all salesmen who work out of the 
New York office. The position oc- 
cupied by the late John F. Howell, 
vice president and general sales man- 
ager, will not be filled immediately. 

A new national sales division has 
been created by United Artists As- 
sociated to follow up and assist sta- 
tions in obtaining full sponsorship 
of UAA product already purchased. 


















MR. HAMMER 


Leonard E. Hammer has been named 
director of the division, which will 
also negotiate with networks, agencies 
and advertisers in setting up national 
sales on future properties. The sales 
approach is to be handled on a na 
tional, regional and local basis. 
Mr. Hammer, who reports to Don- 
ald Klauber, station 
sales manager, has served with UAA 
1957 as a 


ordinator and as supervisor of many 


national and 


since station sales co 
special projects including national 
sales activities. Before that, he was 
an account executive with WABC-TY 


New York and with MCA TV. 
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Two additional appointments were 
made in the UAA national sales 
division: William Ashworth and 
Bates Halsey, who have been named 
account executives. Mr. Ashworth 
has been Storer 
Broadcasting for the past seven years, 
while Mr. Halsey served with Weed 
Television Corp. for the past five 
years . . . Herbert T. Schottenfeld 
has been named assistant to the gen- 


associated with 


eral counsel for United Artists Corp. 
He has been a member of UA’s legal 
department since 1951, and for the 
past five years has been in charge 
of the legal affairs of the company’s 
television operations. Mr. Shotten- 
feld continues as vice president of 
United Artists Associated. 





MR. KRANTZ 


Steve Krantz, director of program 
development for Screen Gems, has 
been appointed general manager of 
Screen Gems (Canada), Ltd. In his 
new post, Mr. Krantz will be re- 
sponsible for both sales operations in 
Canada and production in that coun- 
try. He is expected to set up Canadian 
co-production arrangements for both 
tv film and tape programs which 
would be distributed world-wide by 
the Columbia subsidiary. Before join- 
ing SG in 1956 Mr. Krantz was pro- 
gram director of WRCA and WRCA-TV 
New York . . . SG has signed Oscar 
Rudolph to an exclusive three-year 
directing contract. Mr. Rudolph di- 
rected most of the Donna Reed show 
at the Columbia studios last season 
. . . Lawrence Weiland has joined 
Ampex Professional Products Co. as 
staff assistant to Charles Ginsburg, 
manager of video engineering. On 
June 1, when Mr. Ginsburg becomes 
manager of advanced video develop- 
ment, Mr. Weiland is to assume his 
post. 


UNIONS ... 

Key point of contention blocki.. 
settlement of the guilds’ strike against 
various tv production organizations 
is that of extra payment for series 
sold in foreign markets. It’s believed 
that producers may offer token pay- 
ment, tied into the guilds’ health- 
and-welfare-plan demands, or else 
offer to hike residual payments in 
lieu of extra pay for foreign sales. 
Key industry figures are now hopeful 
that, despite the spread of the strike, 
a settlement with all the guilds can 
be effected by early May. 

A contract with all guilds on tv 
release of post-’48 pictures is now 
virtually assured, following the suc- 
cessful conclusion of talks with SAG 
on this issue. Actors will receive a 
lump-sum settlement of $3 million 
for all features produced from 1948 
to 1960, this to be paid into the SAG 
pension fund. On post-’60 pictures 
producers will pay six per cent of the 
tv gross after deduction of a maxi- 
mum 40 per cent for distribution 
charges. This clears the way for 
similar deals with other guilds. In 
other words, post-’48 pictures can be 
expected to start flowing into the 
television market in numbers com- 
mensurable with the economics of 
the situation. 


COMMERCIAL CUES... 
Winning television commercials in 
the Hollywood Advertising Club’s 
Producers Awards for 1959 have been 
put together in a single reel of 16mm 
film and are available for screenings 
to advertising agencies and ad clubs. 
The reel contains 20 commercials of 
varying lengths which include live 
_.- Pa 
producing a series of six spots for 
Pacific Telephone Co. (BBDO, San 


Francisco) featuring the new cartoon 


action and animation 


character, Mr. Bumble. Gerry Gero- 
nimi, veteran cartoon director, has 
joined the company as director of 
shorts and tv spots, and John Elliotte 
has been named head of the newly 
created story department. 
Animation, Inc., has produced a 
new spot, Silence is Golden, for the 
Midas Muffler Co. (Edward H. Weiss, 
Chicago) utilizing no dialogue but 
only background music. The message 





ented on  nickelodeon-type 
slic _.n what is considered a highly 
unusual approach. In 


changes at the company, Helen Han- 


personnel 


named 
supervisor, and Bob Sage studio pro- 


son has been production 
duction manager. 

Fine Arts Productions has received 
the gold medal of the New York Art 
Directors Club for its Butternut 
Metamorphoses commercial (D’Arcy, 
St. Louis). Produced in conjunction 
with Stan Freberg, the spot was de- 
signed by Dean Spilley, directed by 
John Wilson and animated by Emery 
Hawkins, with story by Chris Jenkins. 
The company is now at work on two 
more animated segments for NBC- 


TV's World Wide 60. 


4\GHT BUDGET 2 


RENT 


CAMERA LENSES 


Now! If you are working on a 
tight budget, but want to make 
a tremendous showing at a small 
outlay ... your T.V. station can 


RENT the World’s finest Lenses 
from B & J. Extensive selection! 
Off-the-Shelf Delivery! Pioneers 
in T.V. Opties—since 1936! 


Write for new T.V. Lens Listing. 


BURKE & JAMES, INC. 


321 S. Wabash, Chicago 4, Ill 
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Advertising Directory of TV SERVICES 





Irv FILM TRAFFIC SERVICE: 














FILM EQUIPMENT . 








BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 





CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—-SALES—-SERVICE 
Motion picture and television equipment 
lighting equipment . - generators 
"film editing quipment . . . pr ing 


equipment. 














BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd.. OL 4-7575 
The nation's largest total film service 


for post-production needs 
SPEED @ SAFETY @ SATISFACTION 





S. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world" s largest | source for film peatesion 
roducing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Catalog on your 
letterhead to Dept. N. 




















EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 


FILM CENTER BUILDING 
JUDSON 2-4727 


F LIGHTING 














VIDEO TAPE DUPLICATING 
& FILM TRANSFERS 








Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 














CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 








OPTICAL EFFECTS 
AND ANIMATION F | 





VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
Murray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 

















CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT—— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 


STOCK SHOTS i 











‘HAULING & \ & WAREHOUSING 


i 


sf] 


MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 














SCREENING ROOMS 

















WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


or 
Television, Radio 
& Legitimate Theaters 





PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
Ee Ee William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 








John Sutherland Productions has 
named Cleveland Lane a vice presi- 
dent and member of the board of 
directors . . . TV Commercials, Inc., 
Ken Daniels, 


Warner Bros. 


has signed formerly 
with the commercial 
unit, as an associate producer . . 
Hanna-Barbera Productions has ap- 
pointed Arnold Carr as_ publicity 
and promotion director . . . Rudy 
Larriva, formerly with UPA, has be- 


come director on the Popeye series. 


TAPE... 


Mobile Tapes, Inc., of Los Angeles 
has sold a specially created $225,000 
mobile tape cruiser to the Henry J. 


| Kaiser interests in Honolulu. Simu- 


taneously MVT was appointed ex- 
clusive sales representative for all 
Kaiser-produced tape programming 
in the United States . . . Minnesota 
Mining & Manufacturing has reduced 
the price of an hour tv tape reel to 
$228.41 when purchased in large- 
size lots. Original cost of the tape 
was $306 . 
KTTV has purchased one of the first 


. Los Angeles station 


prototypes of Ampex Corp.’s new 
Inter-Sync unit. 


Commercials 


ACADEMY FILM 
PRODUCTIONS, 


Completed: Purex Corp. (Sweetheart soap, 
Old Dutch cleanser), Edward H. Weiss; 
Patricia Stevens (cosmetics), William R. 
| Williams; Iodent Chemical Co. (Lykette 
deodorant) Executive Adv. 

In Production: Master Bronze Powder Co., 
Inc. (DeRusto products), Stern, Walters & 
Simmons. 


INC, 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Longine-Wittnauer Co. (show 
opening), direct; Ford Motor Co. (cars), 
JWT; Socony-Mobil Co. (Mobilheat), 
Compton; Bristol-Myers Co. (Vitalis), 
DCS&S; American Tobacco Co. (show 
opening), BBDO; Jantzen, Inc. (commer- 


Completed: 





[ COLLECTION AGENCIES | 


} 
t 








STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 
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Rank Program 
1—Huckleberry Hound | Screen Gems 
2—Popeye UAA 
3—American Civil War | Trans-Lux 


4—Quick Draw McGraw Screen Gems 


5—Bugs Bunny UAA 
6—Superman Flamingo 
7—Bozo The Clown Jayark 
8—Little Rascals Interstate 
9—Maijor-League 
Baseball World Wide 
10—Looney Tunes Guild 








Pulse Top 10 Mien. Dawe for January | 





| National! Viewers Per 100 Homes 


| Wet'd | Tuned In 


Distributor | Average Men Women Teens Children 


| Wl 61 68 15 85 
14.1 22 29 14 103 
13.9 78 83 15 49 
13.0 54 59 4 93 
12.4 46 57 13 99 
12.1 51 62 17 92 
10.0 21 36 13 104 

9.9 59 65 15 87 


sm e@ s 
90 |1l 43. 9 108 


Pulse Top 10 Adventure Shows For January 


Rank Program 


1—Sea Hunt Ziv-UA 
2—Gray Ghost CBS 
3—Coronado 9 MCA 
4—Bold Venture Ziv-UA 
5—Border Patrol CBS 
6—Four Just Men ITC 
7—Rescue 8 Screen Gems 
8—William Tell NTA 
8—This Man Dawson Ziv-UA 
10—Whirlybirds CBS 


National. Views Per 100 Homes 
Weat'd Tuned In 


Distributor Average Men Women Teens Children 


16.7 | 82 93 16 27 
15.6 | 73 79 15 42 
15.2 | 85 92 12 19 
14.2 | 76 85 15 35 
12.6 82 91 16 23 
12.3 74 79 16 53 


12.1 75 87 15 39 
11.7 51 65 17 69 
11.7 73 82 7 55 


11.2 65 71 15 89 


Pulse Top 10 Mystery Shows for January 


Rank Program 
1—Mike Hammer 
2—Manhunt 


MCA 


Screen Gems 


3—N. Y. Confidential gi 
4—Racket Squad Hal Roach 
5—Mr. District Attorney, Ziv-UA 
6—San Francisco Beat CBS 
7—Badge 714 CNP 
8—Decoy Official 
9—Official Detective NTA 


10—Dial 999 Ziv-UA 


National! Viewers Per 100 Homes 


Ward Tuned In 


Distributor! Average 'Men Women Teens Children 


164 | 82 89 16 23 
114 |8 89 11 13 
10.2 | 7 91 14 27 
98 | 28 64 9 53 
96 |73 81 9 31 
St a oe 46 
oi: 46 
14 |7% 89 15 26 
68 |8l 91 14 23 
65 |81 8 14. 21 





cial feature), Hockaday; American Motors 
Corp. (Rambler), GMM&B; _ General 
Motors Corp. (show opening), McLaren; 
Nestle Co. (Quik), McCann-Erickson; B. 
F. Goodrich Co. (show opening), BBDO; 
National Biscuit Co. (cookies), McCann- 
Erickson; Shulton, Inc. (Desert Flower), 
Wesley; Imperial Oil Ltd. (gasoline), 
McLaren; American Safety Razor Co. (Gem 
razors), K&E; Fawcett Publications (True 
magazine), direct. 

In Production: Clairol, Inc. (industrial 
feature), direct; General Mills Co. (Kix), 
D-F-S; Quaker Oats Co. (Puss ’n’ Boots), 
Spitzer & Mills; General Mills Co. (show 
opening), BBDO; Johnson & Johnson 


(Band-Aid), Y&R; R. B. Donnelly & Co., 
Canada (Yellow Pages), Spitzer & Mills; 
BBDO; 
Charles B. Knox Co. (Gelatin), Charles W. 
Hoyt; Spinney Mfg. Co. (Formula 409), 
ADCO; Humble Oil & Refining Co. (gaso- 
Boyle-Midway, 
Inc. (Antrol spray), JWT; Ann Sothern 
Dutch Masters 
Colgate- 
(Spree soap), McCann- 


California Oil Co. 


(gasoline) , 


line), McCann-Erickson; 
Show 
Cigar Co. 
Palmolive Co. 
Erickson. 


(opening), B&B; 
(cigars), EWR&R; 


GRAY & O’REILLY 


In Production: Gulf Oil Corp. (gasoline), 













Y&R; Drug Research Co. (suntan lotion), 
KHCC&A; Reader's Digest (sales), JWT; 
General Cigar Co. (White Owl), Y&R; 
Block Drug Co., Inc. (Omega oil), Gum- 
binner. 


NATIONAL SCREEN 


Completed: Pontiac Motor Div. General 
Motors Corp. (cars), MacManus, John & 
Adams; P. Ballantine & Sons (beer), Esty; 
Hassenfeld Bros., Inc. (toys), Grey; Sun 
Oil Co. (gas & oil), Esty; Gibbons Brewery 
(beer), Gann. 

In Production: Pontiac Motor Div. General 
Motors Corp. (cars), MacManus, John & 
Adams; P. Ballantine & Sons (beer), Esty; 
ABC (promotional), direct; Hygrade Food 
Products (meats), W. B. Doner; 20th Cen- 
tury-Fox (promotional), direct. 


FRED NILES PRODUCTIONS 


Completed: Langendorf United Bakeries, 
Inc. (bread), Rogers & Smith; Buring 
Packing Co. (King Cotton meat products), 
Rosengarten & Steinke; M. K. Goetz Brew- 
ing Co. (beer), John W. Shaw; Arrivals, 
Ltd. (nail polish), Bozell & Jacobs; Mont- 
gomery Ward & Co. (Riverside tires), di- 
rect; Best Foods Div. of Glidden Co. (Dur- 
kee’s Coconut, Spices), Meldrum & Few- 
smith; Milwaukee Gas & Light Co., 
Cramer-Krasselt. 

In Production: Oklahoma Oil Co. (gaso- 
line), NL&B; Humble Oil & Refining Co. 
(gas & oil products), McCann-Erickson; 
Montgomery, Ward & Co. (room air- 
conditioner), direct; Standard Oil Co. 
(Atlas tires), D’Arcy. 


PELICAN FILMS, INC. 


Completed: Piel Bros. (beer), Y&R; 
Drackett Co. (Vanish), Y&R; Robert Hall 
Clothes (stores), Arkwright; Sperry & 
Hutchinson Co. (green stamps), SSC&B; 
American Tel. & Tel. Co. (Yellow Pages), 
C&W. 

In Production: Robert Hall Clothes 
(stores), Arkwright; Polk Miller Products 
(Sargeant’s flea spray), Ayer; Piel Bros. 
(beer), Y&R; United Fruit Co. (bananas), 
BBDO; General Electric Corp. (tv sets), 
Maxon; Chesebrough-Pond’s, Inc. (Vase- 


(Continued on page 102) 
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The media analysis team of Brooke, Smith, French & Dorrance, Inc. in a “do 
not disturb,” “right-through-lunch” emergency session. L. James Schneider, 
Vice President and Account Executive; George Johnston, Vice President and 
Director of Media; John S. Pingel, Executive Vice President; Hal E. Rumble, 
Vice President and Manager of Media Department; Charles V. Hicks, Vice 
President and Creative Supervisor. 


—— = 


DOUBLE OR NOTHING 


This decision calls for competent media information 





Situation: . .. sudden change in client plans. 
Requirement: more space per ad; more time per commercial...with the same budget! 


Need: ...... immediate access to capsuled reviews of the relative virtues of the 
media that had been painstakingly worked into the schedule before 
the change-order came through...and of others that may now be 
considered. 


Solution:.... check SRDS media listings, market data and whatever good, perti- 
nent information can be found in files, desk drawers and—they hope 
—in your Service-Ads in SRDS. 


Question: ... all of your selling actions have made their impressions on some or 
all of these decision makers—so have your competitors’—but right 
now, how well are you serving their buying actions? 


Opportunity: with competent strategically positioned Service-Ads in SRDS 
YOU ARE THERE selling by helping people buy 


What agency people want to know Ss RO S Sta nda rd Rate & Data Service, Inc, 
about TV stations is detailed in the new the national authority serving the media-buying function ce 
eee Rae mau ceeleg C laury Botthof, President and Publisher WwW 4 


Be sure to ask for one os 
5201 OLD ORCHARD RD., SKOKIE, ILL., ORCHARD 5-8500 Moa IN BP 
SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES — 


s 
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ven in this day of strong labor 
E unions and the under-40-hours 
working week, a number of important 
markets have a great many people 
employed on Saturdays. Duluth, 
Minn., and Macon, Ga., are two such 
areas in which virtually all businesses 
and firms close only on Sundays. In- 
formation such as this is valuable to 
the timebuyer or advertiser who fig- 
ures hell reach workers through tv 
schedules in. Saturday daytime. 
Similar data—working hours for 
labor shifts, opening and closing 
hours for business, etc.—is provided 
for 25 scattered markets in a new 
study by Avery-Knodel, Inc. (which 
has been turning out market reports 
almost weekly over the past month or 
two). Particularly designed for food 
and drug advertisers, the study lists 
leading chains in both fields in each 
market. Also furnished is the number 
of nights the stores remain open and 
the days and nights of highest buy- 
ing volume. Copies are available from 
the representative firm. 


* * * 


Once again, if it need be repeated, 
the value of spot flexibility has been 
shown. This time the evidence was 
presented by H. W. Grathwohl, adver- 
tising vice president of the Noxzema 
Chemical Co., who spoke before the 
New Products Workshop of the Asso- 
ciation of National Advertisers in 
Chicago. 


Noxzema, the executive explained, 
came out with its Instant Shave in 





TELEVISION AGE 


a review of 
current activity 
in national . 
spot tv 


1953 and for four years saw com- 
peting products surpass it in sales. 
During this time the company was 
putting its entire ad budget into net- 
work tv via The Perry Como Show. 
Knowing that Instant Shave was a 
good product and one well-liked by 
the men who were using it, the com- 
pany embarked on a research study 
to see why it wasn’t selling. 

The answer appeared in the sales 
and distribution figures. “The aver- 
age factory sales per 1,000 popula- 
tion for Noxzema were $7.70,” said 
Mr. Grathwohl. “They ranged from 
$2.12 in one territory to $23.52 in 
another. Yet we'd been treating all 
alike by using a national tv show— 
putting the same proportionate share 
of our budget in the $2.12 area as 
in the $23.52 territory.” 

The company knew it would have 





Hal Miller, Benton & Bowles vice 
president, serves as media supervisor 
on a number of accounts, including 
S. C. Johnson, Parliament cigarettes 
and Yuban coffee. 
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REPORT 


to build consumer demand in weak 
areas to boost local distribution. It 
dropped the idea of being a national 
advertiser and began to concentrate 
on individual markets. Almost dou- 
bling its budget, Noxzema bought 
radio and newspapers in a small 
group of markets in New York and 
New England. 

Results were good, and an increased 
ad budget followed. A new campaign 
was developed showing that Noxzema 
Instant Shave was rich enough to 
support the weight of a standing pen- 
cil while competing products were 
not. Tv, it was decided, was the me- 
dium best suited to show the drama 
of the test. New York and Boston got 
spot schedules: sales results were 
gratifying enough to allow for an in- 
creased national magazine budget and 
to permit tv flights in Philadelphia, 
Baltimore, Cleveland and Washington. 

A brief return to network followed 
via a smaller station line-up on NBC’s 
Love and Marriage, which folded 
after 13 weeks. Back in spot current- 
ly, Noxzema places in 25 markets for 
13-15 weeks at a time. 


AMERICAN CHICLE Co. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

The first of the month saw 13 markets 
start schedules on DENTYNE gum, with 
several of the markets purchased on a 
rotating basis with CLORETS and other 
American Chicle products. Early-evening 
filmed minutes will run for 13 weeks. 
Frank McCue and Bill Keeler handled the 
buying, but Mr. Keeler will do future 
buying as Mr. McCue shifts to other 
accounts. 
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THIS CAPTIVE AUDIENCE 
IS TRYING TO REACH YOU! 


Help forge the only link with freedom 


that 76 million satellite captives have — 
support Radio Free Europe 


Leaders of the broadcasting industry—men 
like Goldenson, McGannon, Sarnoff and 
Stanton—are today urging you to help tell the 
truth to the audience that needs it most. Use 
your programs, your voice to back up your 
Radio Free Europe colleagues. Seldom has 
American broadcasting had such an opportu- 
nity to help sustain free broadcasting through- 
out the world. Your RFE kit contains all the 
radio and television materials you need to do 
a complete job. 


What Radio Free Europe is 


RFE is a privately supported network of 28 
transmitter and relay stations broadcasting to 


Broadcasters for Radio Free Europe 
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76 million captive peoples in Poland, Hungary, 
Czechoslovakia, Bulgaria and Romania. It is 
on the air up to 18 hours a day reaching this 
vital, truth-hungry audience. 


Why RFE is important 


Without broadcasts like those of RFE, the cap- 
tive peoples of satellite countries would never 
know the truth about the outside world. It 
gives moral sustenance to those nations which 
have traditionally loved freedom. During the 
Special Campaign period, April 24—May 8, 
please give Radio Free Europe your all-out 
personal support. 
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AMERICAN HOME PRODUCTS 
CORP., Boyle-Midway Div. 
(Cunningham & Walsh, Inc., N. Y.) 


Television spot will be used in a test 
introduction of a new product from this 
maker of EASY-OFF, BLACK FLAG, etc. 
The latest item is a spray- -starch called 
EASY-ON. Distribution is confined at 
present to Indianapolis and nearby areas, 
with filmed minutes in daytime slots set to 
promote the starch. Jim Ducey is the 
buying contact. 


ANHEUSER-BUSCH, INC. 
(D'Arcy Adv. Co., St. Louis) 


For the fourth consecutive year, 
BUDWEISER repeats its “Pick A Pair of 
6-Paks” promotion during May and June. 
About 145 tv stations in some 90 markets 
will get minutes in day and night slots 

in strong frequencies. Harry Renfro, 
ty-radio director, is the contact. 


CALIFORNIA OIL CO. 
(BBDO, New York) 


With virtually all the gasoline firms getting 
schedules under way currently and early 
next month in order to get the jump 

on early-vacation drivers, CHEVRON is 
joining Gulf in holding off until June— 
hoping to avoid the heavy competition for 
time. Look for schedules in the company’s 
usual 20-or-so markets along the east 

coast, with prime-time 20’s and ID’s and 
some minutes. Trow Elliman is the 
timebuyer. 





John H. Mitchell, vice president in 
charge of the San Francisco office of 
the American Broadcasting Co. and 
of Kco-tv San Francisco, has been 
named manager of the recently 
formed Central American Television 
Network, it has been announced by 
Donald W. Coyle, ABC vice president 
in charge of the international divi- 
sion. The new network includes sta- 
tions in Costa Rica, El Salvador, 
Guatemala, Honduras and Nica- 
ragua. Since joining ABC in Febru- 
ary 1953 Mr. Mitchell has been vice 
president and general manager of 
WBKB Chicago and of wasc-Tv New 
York as well as of KGO-TV. 








The Buyer Talks About .. . 
SECRECY 


A popular conception among many advertisers is that all schedules 
must be kept “top secret” in order to prevent the competition from leap- 
ing into the same markets with campaigns of their own. The conception 
contains a certain measure of fact, but also a large dose of fallacy. 

If a competitor rushed announcements into an area every time he 
learned of a rival firm’s intention to do so, he would end up with no 
yearly advertising plan of his own—and no time even to formulate a 
program. His advertising would be on a costly hit-and-miss basis, perhaps 
concentrated at the wrong times and weak when he most needed it. 

Certainly an advertiser needs some knowledge of what the competition 
is doing in order to make his own strategy most effective. But a buyer 
who is contacted by a rep who informs him that “so-and-so is coming 
into this market next week with a big schedule” is likely to answer, “So 
what?” Chances are the buyer’s budget is carefully planned, and thors 
aren’t any funds for a schedule merely designed to hit the competition. 

Periodically the word goes out from agencies to stations and representa- 
tives to respect the advertiser’s competitive situation and not reveal any 
buys in advance of air-date. Still, most agencies and advertisers alike 
often contact a number of sources and try to get just such information. 
What position does this put the rep or station in as far as future relations 
with the inquiring agency are concerned ? 

If the source declines to give any data, the attitude of the buyer 
toward him can be one only of respect. He knows his own purchases 
will be held from other inquisitive agencies. No timebuyer of integrity 
ever attempts coercion in order to glean a competitor’s plans. 

An important area in which secrecy can and often does play a major 
part is that of test-market operations. In a new-product introduction, 
for instance, test markets are chosen generally for their “normalcy.” 
Advertisers are interested in how their products will sell under the 
average conditions to be met nationally. If a competitor learns in advance 
of an introductory drive and steps in to meet it with his own schedules, 
the normal qualities of the market are immediately changed. The same 
would be true if a regular advertiser in a market decides to cut back on 
his advertising rather than fight the newcomer. Naturally, the new 
product may quickly win acceptance, but its sales results would be value- 
less as a true test of the product’s potential. 

Is there an advantage from a selling standpoint if a station gets satel 
of an upcoming campaign and rushes to the buyer with avails? Almost 
always the answer is no. Seldom is the buyer able to do any actual pur- 
chasing before the time he calls for availabilities. If he does do a quick 
rundown on what the station has to offer and picks out the best openings, 
the chances are the openings are gone a week or two later when he gets 
an okay to make the buy. 

There must be a secret way of keeping plans secret, but no one in 
advertising appears to have come up with one. Any amount of activity 
that’s even slightly above normal, any acquisition of a new account that’s 
obviously a tv advertiser, any secretary contacted by a good-looking 
salesman or any friend met over a drink somewhere—they all can pro- 
vide indications of upcoming scheduling. Sometimes the indications are 
inaccurate and do more harm than good. Other times, they can help a 
buyer do a better job for his client—perhaps by letting him know he 
should increase the frequency of his schedules slightly in order not to 
be completely dominated by a rival brand. 


= 












April 18, 1960, Television Age 53 





C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing ... 


©@ AT NIGHT 
45 of the Top 50 Shows... 


@ IN THE DAYTIME 
All 20 of the Top 20 Shows 


@ TOP WESTERNS 
7 of the Top 8 Shows 


@ TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct, 25 - Nov. 21, 1959 


IN FACT... All Day and 
All Night! . . . Every Hour 
of the Week is “Good 
Time” on... WREX-TV. 
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CANADA DRY CORP. 
(direct, local bottlers) 


A special promotion, offering a flintlock 
pistol to kids for 50 cents and two bottle 
caps, kicks off nationwide the first of 


May via Walt Disney Presents on ABC-TV. 


A number of local Canada Dry bottlers, 
however, are reported lining up kid-show 
spot in their markets to back the offer. 
About 80 per cent of the promotion effort 
will take place early in the 30-day drive. 
(Edna Cathcart at J. M. Mathes, Inc., 
New York, buys for some of the bottlers, 
but the great majority of placing will 

be done direct.) 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N.Y.) 
For CARTER’S LITTLE PILLS, upwards 


of 25 markets were reported getting 
placements of filmed minutes, primarily 
nighttime. The schedules start early this 
month and run 13 weeks. Greg Sullivan 
is the timebuyer. 


CHANEL, INC. 


(Norman, Craig & Kummel, Inc., 


| N.Y.) 


About 15 top markets will begin brief 
schedules next week for this perfume 


| company in a Mother’s Day campaign. 


Filmed 20’s and ID’s in day and night 


| slots will be used. Assistant timebuyer 


Pat George is the contact. 


| CRACKERJACK CO. 


(Leo Burnett Co., Inc., Chicago) 


Following the CRACKERJACK activity 
noted here last issue, this firm starts 


| schedules in four eastern markets this 


week for CAMPFIRE marshmallows. 


| Some eight to 12 day and late-night 


minutes will run weekly for eight weeks. 
Eloise Beatty is the timebuyer. 


| CROWN SELF-SERVICE SHOE 


STORES, INC. 

(direct, Chicago ) 

This 38-store midwest shoe chain has 
boosted its advertising budget to $500,000 
and is entering spot for the first time with 
a three-days-weekly buy in a Chicago kid 
show. The company plans to expand to 60 
units over five states and conceivably 


| could broaden its video activity. President 


Robert Wolf is the contact. 


Ir. a realignment of its creative department, Campbell-Mithun, Inc., Minnet 
apolis, promoted Donald Grawert (l.) from tv copy supervisor to tv creative 
director. Taking over Mr. Grawert’s previous duties is John Roddy (c.), who 
has been a tv copywriter. In addition, George Zimbleman (r.), tv art directot, 
was named a tv art supervisor. 


Stephen A. Mann has been named 
sales manager of the International 
Division of American Broadcasting 
Co., it has been announced. In July 
1957 Mr. Mann, in association with 
Harry M. Engel Jr. and Walter Stas. 
kow, formed Intercontinental Services, 
Lid., representatives of overseas radio 
and television stations. The company 
came into being with the purchase of 
Young International, Ltd., a subsidi- 
ary of Adam Young, of which Mr. 
Mann was vice president and partial 
owner. 


EMERSON DRUG CO. 
(BBDO, New York) 
The first activity on BROMO SELTZER 


since it switched agencies early this year 
began to come through from BBDO, with 
schedules of nighttime minutes starting 
in upwards of 20 markets last week. The 
placements will run about nine weeks. 
The schedules might be in the nature of a 
holding operation as final media plans for 
the new account reportedly were not 
complete at press time. It’s understood 
Bromo-Seltzer will continue to rely heavily 
on broadcast. Hal Davis is the timebuyer. 





Profile . 


oan Stark lives upstairs over a 

Hamburg Heaven, across the street 
from one of New York’s largest 
cathedrals and next door to a world- 
famous diamond merchant. She is a 
graduate of Ohio State University, 
studied history and 
geology. Her recreational pursuits 
center on beach life in the summer 
and professional football (as spec- 
tator) in the winter. 

Miss Stark entered advertising 10 


where she 


years ago—‘I started in the busi- 
ness as a child,” she explains. She 
joined Grey Advertising as time- 
buyer in 1955 and is now all-media 
supervisor, her buying group being 
devoted primarily to spot broadcast. 

“It is important in the background 
says Miss Stark, “to 
have standards and objectives clearly 


of buying,” 


stated. Too often the buyer is not 


JOAN STARK 


made aware of what an account’s 
marketing respectives are, and, as a 
consequence, what his media objec- 
tives should be. 

“This knowledge is not only im- 
portant in developing and planning 
a campaign for the advertiser; it is 
beneficial to the buyer, representa- 
tives and stations involved, provid- 





ing them with a more solid picture. 

“These objectives and standards 
should be flexible. Reach, frequency, 
effectiveness and efficiency are part 
of the buying specifications, a cul- 
mination of the material drawn from 
the marketing, research and creative 
departments. 

“There should be enough flexibility 
to allow the buyer to be creative. By 
working more closely with the other 
departments he’s more fully equipped 
to be intelligently creative when he 
does buy. Then, if he can transmit 
to the seller (in this case the sta- 
tions) what he’s looking for and why 
he’s looking for it, the agency can 
function in the best interests of and 
the most productive way for its 
clients.” 

Miss Stark’s accounts include a 
broad group of Grey’s clients—those 
with heavy emphasis on spot broad- 
cast. 








WRGB IS TOPS 

















_ WRGB... the top TV buy delivers this top market. 


WRGB. .. rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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Far - Reaching 


| before joining the Chicago sales staff of 
Young Tv Corp. in 1958, recently was 
named eastern sales manager for the repre- 
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| 
| Alfred T. Parenty, formerly with Tv AGE 
| 














Today's the day 





MR. PARENTY 


sentative firm. He succeeded Harold M. 
Parks in the New York office, with Mr. 
Parks transferring to Atlanta to head up 
Young’s southern operations. 

Adam Young’s former office manager in 
Atlanta, Hal Parks, will head the new re- 
gional operation of the firm—a company 
known as Southern Adv. Representatives, 
Inc. The new firm took over the Young 








offices in St. Louis and Atlanta and opened 
a New Orleans office. It will service a 15- 
state sales territory in the south and mid- 
























west. 

Four members of the sales department of 
Avery-Knodel, Inc., were named vice presi- 
dents: John Tormey, vice president for 
radio, New York; Thomas White, vice 
president for tv, New York; Roger O’Sulli- 
van, vice president for radio, Chicago, and 
Raymond Neihengen, vice president for tv, 
Chicago. 


Joining Television Advertising Repre- 










sentatives, Inc., as a sales representative, 
Must be nearly Peter Yaman previously was eastern sales 
. manager for Young Tv Corp. and in sales 
time for lunch. & e F 














More than a few advertisers 
have been pleasantly surprised 
by SIX’s far-reaching effect. 
One reason is the program 
dominance we have maintained 
for 6 straight years. See your 
Weed TV man about it. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 


MAINE BROADCASTING SYSTEM 



































MR. YAMAN 


| and creative positions with wasc radio, 
wor-AM-TV New York and ABC-TV. 

John Rohrbach Jr. joined the sales staff 

WCSH.-TV 6, Portland WLBZ-TV 2, Bangor of NBC-TV Spot Sales, replacing Tom 

WCSH Radio, Portland Montgomery, who moved to Kenyon & Eck- 

WILBZ Radio, Bangor WRDO Radio, Augusta hardt, Inc., as an account executive. Mr. 
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Rep Report 


Rohrbach was last in the Chicago office of 
J. Walter Thompson Co., Inc., as broadcast 
supervisor on Schlitz Brewing. He has been 
a timebuyer at JWT and Needham, Louis & 
Brorby. 

Robert A. Schmid was named executive 
vice president of Headley-Reed Co. and 
Jack Hardingham senior vice president. Mr, 





MR. SCHMID 


Schmid is in charge of station development; 
Mr. Hardingham is general manager of the 
firm. 

Peters, Griffin, Woodward, Inc., an- 
nounced the appointment of Pete Watkins 
to its New York tv sales department. He 
has sold for Thomas F. Clark Co., Forjoe- 


MR. WATKINS 








Tv, Inc., and Gill-Perna, Inc., and formerly 
was a disc jockey and time salesman for 
several radio and tv stations in Georgia. 

Donald C. Kamin, formerly with the Katz 
Agency, Chicago, was named midwest sales 
manager for Storer Broadcasting Co. He 
replaced George Lyons, who was trams 
ferred to New York to supervise national 
sales for Storer station wspp-Tv Toledo. Mr. 
Kamin served as national representative for 
several Storer stations during his five years 
with Katz..He previously was a radio sales- 
man for George P. Hollingbery Co. im 
Chicago. 

A new representative firm, formed in San 
Francisco through the consolidation of two 
companies, is Torbet, Allen & Crane, Ine. 
The corporation took over the representa- 
tion contracts of stations previously served 
by the Robert Allen Co. and the Duncan 
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FIRTH CARPET CO. 
(W. B. Doner & Co., N.Y.) 


Following three successful tests of eight 
and 13 weeks in Baltimore and Kalamazoo 
with a live show, this carpet manufacturer 
recently taped a series of 10 haif-hour 
programs on home decorating. This month 
sees the shows start running in Baltimore, 
Washington, Seattle, Indianapolis, Denver, 
Des Moines, Kalamazoo and Miami, with 
one or two others to be added. A similar 
group of different markets will get the 
series next September. Class C time is 
used to reach the housewife, and time-costs 
are split with local distributors. A single 
three-minute commercial at the mid-point 
is divided between a pitch for a “carpet 

of the week” and a local store. Announce- 
ments are live. A 16mm filmed version of 
the show is supplied where tape facilities 
are not available. Account executive 

Fred Tobey is the contact. 


GEIGY AGRICULTURAL 
CHEMICALS 


(Wildrick & Miller, Inc., N.Y.) 
Although this company has used tv slide 
commercials in the past, it’s not been 
listed in Spot Report. It completed a film 
on SIMAZINE-ATRAZINE weed killers 
to be used in corn fields in advance of 
planting and will set minute spots in 
farm-news and weather shows in markets 
throughout the corn belt this spring. 
Account executive Herbert Hands is the 
contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 


As reported here Feb. 8, this corporation 
is moving rapidly with a major introduc- 
tion on its new INSTANT YUBAN, a 
coffee previously tested in California, 
Ohio and upper New York State. Backing 
a sampling promotion, schedules of night 
minutes and 20’s are on in New York, 
Philadelphia and other eastern areas, and 
also through southern markets around 
Atlanta and midwestern ones around St. 
Louis. Frequencies are strong. Other 
markets will be added shortly. Dick 
Walken and Tom Kohler are the 


timebuyers. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 
Currentiy moving its new GRAVY TRAIN 


dog food across the country (with another 
agency handling the campaign), General 
Foods is getting another pet food into 

test areas. (Gravy Train tested about six 
months last year in Indianapolis and 
Wichita.) Filmed minutes, 20’s and ID's 
will go in selected markets for GAINES 


scalloped potatoes and au gratin potatoes— 
will be introduced in northeastern and 
Atlantic markets and selected central areas 
such as Chicago and Louisville about 

May 2. Video placements of day and 
late-night minutes will be used in the 
introductory periods, with New York set 
for about 15 spots per week. Phil Archer is 
the timebuyer. 


G. H. P. CIGAR CO., INC. 
(Compton Adv., Inc., N.Y.) 


Evidently adding to the schedules noted 
here March 7, EL PRODUCTO cigars 


reportedly will start new placements in 


from a proud past ™ 


comes 4a... 


FUTURE 
UNLIMITED! 


Everywhere you look in Montgomery 





a small group of southern markets the first 
of next month. Minutes and 20’s in 
evening periods and week-ends are 
considered, with news-sports program 
adjacencies wanted. About three announce- 
ments per week will be used for six-13 
weeks. Jack Brooks, assisted by Len 
Ziegel, is the timebuyer. 


GORDON FOODS 
(Kirkland-W hite & Schell Adv.., 
Atlanta) 


This maker of potato chips and other 
food items has been buying southern 
markets since mid-February and reportedly 









you see progress. This new 
$1,500,000 airport with the longest 





BURGERS this spring for indefinite paved runway in the Southeast 


periods. Eugene Grealish is the timebuyer. 
GENERAL MILLS, INC. 
(Knox-Reeves Adv., Inc., Minneapolis) 
Two new products—BETTY CROCKER 


is only one example of this area’s 
vast growth. Expansion means 
opportunity . . . an opportunity to 
expand your sales in a million 
market. And WSFA-TV covers the 


area like no one else can. 


WS iRAS TW 


~NBC / ABC MONTGOMERY -CHANNEL 12 
4) 


< The Broadcasting Co. of the South 
WIS-TV Columbia, South Carolina 





Scott radio-tv division. President Alan Tor- 
bet and vice presidents Robert Allen and 
Frank Crane announced an affiliation agree- 
ment with Venard, Rintoul & McConnell, 
Inc., in which the new company will service 
VR&M clients in 13 western states and 
reciprocally will have its station clients 
handled by the VR&M offices in New York, 
Chicago, Detroit and Dallas. 






Represented by Peters, Griffin, Woodward, Inc. 
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“He was Just 
about to leave, 
but | know 


he'll see you!”’ 


Seen — seen at the point-of-sale: 
That’s because more of your best prospects 
make time to learn more about your field 
and theirs with. the one publication that 
is 100% television: Television Age. 
_ And when Television Age takes the train with 
your buyers, you can bet it’s not just along 
for the ride. This book is there on business 
... more business for you with of i 


Television Age. : — \ 


the climate is compelling 


"yl 




















expanded its video budget slightly to add 
a few more. Both major and secondary 
areas are bought. Mrs. Emily Wood is 
the timebuyer. 


IODENT CHEMICAL CO. 
(Executive Adv., Inc., Chicago) 


LYKETTE, a new deodorant with a 
sponge-top instead of the rolling-ball 
packaging, debuts next month via spot 
schedules in 50 top nationwide markets. 
Minute films in varying frequencies will 
be used, with the length of schedules 
depending on initial response. Media 
director Sandy Kabb is the contact. 


KANSAS CITY CHEMICAL 
COMPOUNDS, INC. 

(Rogers & Smith Adv. Agents, Inc., 
Kansas City) 

This maker’s motor oil additive S1P starts 





Agency Adds 

David Savage, formerly executive vice 
president of Bernard L. Schubert, Inc., film 
syndicator, joined Lynn Baker, Inc., as vice 
president and director of tv-radio. 

Paul Belanger joined Kudner Agency, 
Inc., as a producer in the agency’s tele- 
vision department. He previously was with 
BBDO. 

William J. Nelson, an account executive 
with the Caples Co., Chicago, was named 
tv-radio director, replacing J. H. Stilwell, 
who became a vice president of the agency. 


At Benton & Bowles, Inc., New York, 
timebuyer Jim Courtney works on 
various Procter & Gamble products, 
including Ivory Snow and Liquid 


Prell. 


its heaviest use of spot to date this month 
in 22 midwestern markets. Six weeks of 
minutes and prime-time ID’s run on a 
five-per-week frequency to reach a male 
audience. Bill Harmon and Dick Slade 
are the contacts. 


KIWI POLISH CO., LTD. 


(Cohen, Dowd & Aleshire, Inc., N.Y.) 
Schedules for KIWI SCUFF MAGIC shoe 


polish were noted here Feb. 22 as being 


If you sell home 
furnishings in Oregon... 


Nearly 4 of 
Oregon’s buying 


families watch 


KVAL-TV-KPIC-TV 


The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingberry man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 

@ Oregon Home Furnishing Sales 
$98,918,000—1958. 


KVAL-TV fugene 
NBC Affiliate Channel 
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KPIC-TV Roseburg * Channel 4 


Satellite 


in New England and west-coast markets 
where the product has good distribution. 
After a few days off the air, new place- 

ments of daytime minutes, 20’s and ID’s 
have been set for three-four weeks. Salt 

Lake City was added to the market list, 

making a total of four western markets 

and five in New England using tv. Other 
additions are contemplated. Bob Turner 
is the timebuyer. 


LEONET CORP. 

(Mohr & Eicoff, Inc., N.Y.) 
Following the success of MAN TAN, a new 
product called MAGIC TAN is scheduled 
to start tv advertising within the next six 
weeks in selected areas. The product 
features a suntan lotion and retails for 
98¢—about % the cost of Man Tan. 
Filmed spots will be used through the sun 
season in good beach and pool areas. Dan 
Rubin is the buying contact in New York, 
although some placements will be handied 
out of the agency’s Chicago division 

as well. 

THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

Starting early for iced-tea activity, 
LIPTON is currently setting the first part 
of a split campaign. Southern and western 
markets will begin schedules of minutes 
and 20’s in both day and night slots next 
month and in June. Other areas will be 
added when warm weather hits them. A 
total of about 70 markets should be used 
throughout late spring and early summer. 
Bob Anderson is the timebuyer, 
Additionally, an introductory campaign for 
new Lipton INSTANT tea starts late in 
May in 80-plus top markets. Day and night 
filmed minutes and 20's will be used. 
Steve Suren is the timebuyer. 


Agency Changes 


As this issue went to press, the Pepsi- 
Cola Co. ended a month of breath-holding 
along Madison Avenue by naming BBDO 
to succeed Kenyon & Eckhardt, Inc., on its 
$10-17-million account. 

Glamorene, Inc., infrequent user of spot 
for its rug-cleaning products, moved its ac- 
count from Jules Power Productions to 
Dunay, Hirsch & Lewis, Inc. 

Kastor, Hilton, Chesley, Clifford & 
Atherton, Inc., gained $500,000 in billings 
with the acquisition of Sofskin, Inc., pre 
viously a client of Fletcher Richards, Cal- 
kins & Holden, Inc. 

Cohen, Dowd & Aleshire resigned the 
Alitalia account of Italian National Air 
lines, with Gardner Adv. Co. named to the 
business immediately. The change is effee- 
tive May 31. 

Fuller & Smith & Ross, Inc., which re 
cently canceled a planned spot campaign for 
Edison Electric Institute in order to con- 
centrate on print advertising, lost the ac 
count to Compton Adv., Inc. Between $2 
and $3 million in billings is involved. 


E. Regensburg & Sons, maker of Admira- 
tion and Medalist cigars, named Heineman, 
Kleinfeld, Shaw & Joseph, Inc., to replace 
Rose-Martin, Inc., as its agency. 
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Dick Gassaway has been named sales 
manager for KEPR-TV Pasco. He has 
been with Cascade Broadcasting Co. 
for four years as a member of the 
sales department of KEPR-TV Pasco 
and KIMA-TV Yakima. 








NATIONAL CARBON CO. 
(Wm. Esty Co., Inc., N.Y.) 


As noted here last issue, this week sees 
the kick-off of six weeks of nighttime 
minutes for PRESTONE car polish in a 
large group of top markets. Late-evening 
hours are used, with the spots shown 

daily in Miami, Los Angeles, Atlanta, 
Dallas, Fort Worth, New Orleans, Houston, 
Memphis, San Francisco, Washington, 

St. Louis, Philadelphia, New York, Kansas 
City, Pittsburgh, Cleveland, Portland 
(Ore.) , Chicago, Milwaukee, Spokane, 
Salt Lake City, Seattle, Buffalo, 
Minneapolis and St. Paul. Jack Nugent 

is the timebuyer. 


NATIONAL LEAD CO. 
(McCann-Marschalk, Inc., N.Y.) 


As noted here March 7, the DUTCH BOY 
paint campaign this year is greatly expanded 
over the °59 drive. The length of schedules 
is being cut from six to three weeks 
(starting this week) , but the market list 

is increased from four to 20-25. Nighttime 
minutes and 20’s will promote the entire 
paint line, with the accent on indoor 
Nalplex paint. Otis Hutchins is the 
timebuyer. 


PATRICIA STEVENS 
COSMETICS, Div. Boyer 


International 
(William R. Williams, Inc., Chicago) 


A new cosmetic line—the first full line to 
be brought out in this country in 15 years 
—hears the brand of this modeling agency 
and is currently being introduced in 
Chicago. Six filmed minutes and six 

ID’s weekly are running, with an expansion 
into other markets contemplated if results 
are good. The line includes 20 shades of 
nail polish and 25 other products ranging 
from skin lotions to eye make-up. The 
Chicago placements were extended 
indefinitely from a mid-May cut-off. 
Account executive Robert W. Howat is 
the contact. 


PERKINS DIV., General Foods 
Corp. 

(Foote, Cone & Belding, Inc., 
Chicago) 

KOOLAID will use about 35 top markets 


for its schedules this spring and summer, 
with minutes set in kid shows as well as 
daytime women’s programs. Some 20's and 
ID’s will also be utilized. Lengths of 
schedules and starting dates vary in 
relation to hot weather in each market. 
Areas with longer good-weather periods 
get as much as 17 weeks of announce- 
ments, while others step down to 10 weeks. 
Dorothy Fromherz is the timebuyer. 


PHARMA-CRAFT CORP., INC. 
(Daniel & Charles, Inc., N.Y.) 
Having taken over recently on FRESH 





K & E Service 


Awards for 
years of service to Kenyon & 
Eckhardt, Inc., were a feature 


more than 10 


of a reception and dinner given 
recently by the agency’s board of 
directors. Sixty-two employes 
were honored at the affair. 





Board chairman Edwin Cox of 
Kenyon & Eckhardt (r.) and 
vice president Joseph P. Braun, 
director of media, congratulate 


each other on 26 years of serv- 
ice with the agency. 


In a welcoming speech, Edwin 
Cox, chairman of the board and 
a 26-year-man himself, said: 
“From my years around the ad- 
vertising business I have come 
to classify agency people as either 
soft goods or durable goods. 
. . . The ‘durables’ are the foun- 
dation of any agency’s success, 
and I am happy that at this din- 
ner we are going to honor them.” 

Thirty years of service brought 
suitably inscribed sterling-silver 
trays to three employes: Mary A. 
Ward, in charge of supplies; vice 
president Edward Mante, and 
Ethna Carroll, in charge of print 
forwarding. Other appropriate 
gifts were received for 20, 15, 
and 10 years with the agency. 











You cover ALL this 
$739,000,000 
South Georgia and Northwest 


Florida market only on 


WALB-TV 


CH. 10—ALBANY, GA. 





The only primary NBC 
outlet between Atlanta 
and the Gulf! 








® New 1,000 foot tower, 
316,000 watts power 


® Grade ‘B" area includes Al- 
bany, Thomasville, Valdosta, 
Moultrie, Ga. — Tallahassee, 
Fla. 


© Over $739,000,000 income 
. .. 750,000 people, 126,200 
TV homes 


© The only hometown station 
serving Albany, South Geor- 
gia's only metropolitan market! 


WALB-TV 
BB 


Raymond E. Carow, General Manager 
Represented nationally by: 
Venard, Rintoul & McConnell, Inc. 
in the South by James S. Ayers Co. 


One Rate Card 


ALBANY, GA. 
CHANNEL 10 
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Where Can You Make Such An | 


“Expanding MARKET" 


BONANZA BUY? 


KMSO.TV, Serving All Of 
WESTERN MONTANA 


is BIG in Coverage 
BIG in Programming 


BIG in Viewership 
9 out of every 10 TV Homes 


in the Far-Western Montana Market view 
only KMSO-TV, the 191,000 watt station with 
the best lineup of programs in Montana. 

1,000 x 58=58,000 TV HOMES 


in 13 counties are delivered by KMSO-TV, at 


a low cost/thousand of just $1.00. 


NOT JUST 1 BUT 6 CITIES 


enjoy KMSO-TV's top programs of 


18 COMMUNITY BOOSTERS 


have been installed in Butte, Anaconda, 


Deer Lodge, Kalispell, and many other com- 
munities to rebroadcast KMSO-TV programs. 


KMSO-TV 


SPRINGFIELD, 
MASSACHUSETTS 


Ss GF 
\ a 
! . ° NEW “BRITAIN 


over 300,000 Television homes 


PLu¢s Bonus Coverage 


WRLP channel 32 


70P COVERAGE -ToP RATINGS 


SEE YOUR HOLLINGBERY REPRESENTATIVE 
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. Superman (Flamingo) KpKa-Tv Wed. 6:30 .15. 


wre 


. Perry Mason KDKA-TV 
. Ed Sullivan* KpKa-tTv 


. Garry Moore’ KDKA-TV 





ARB City-by-City Ratings January-February 1960 


BALTIMORE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 
WEEE Die. SESS voces cvescccaceccess 24.1 
Popeye (UAA) wWsz-TV M-F'5 ......eeeees 22.7 


Bold Venture (Ziv) wBaL-tTv Thu. 7:30 ..19.2 
Quick Draw McGraw (Screen Gems) 
was-tv Tue. 5:30 ......ccercce eeccece 17.5 


Superman (Flamingo) wsz-Tv Mon. 5:30 ..17.0 
Shotgun Slade (MCA) wMaR-Tv Sat. 7 ....17.0 
Death Valley Days (U. 8S. Borax) 


WMAR-TV Sat. 6:50 ...ccceessecvcccces 16.5 
Sea Hunt (Ziv-UA) weaL-Tv Wed. 10:30 ..12.2 
Popeye (UAA) wsz-Tv Sat., Sun. 4:30 ....12.2 
San Francisco Beat (CBS) wMar-tTv Tue. 6 .11.8 
Border Patrol* (CBS) wsz-tv Sun. 5:30 ..10.0 
Rescue 8 (Screen Gems) WBAL-TV Tue. 7 .. 9.8 
Badge 714 (CNP) WMAR-TY 

Mon., Thu. 6:30 


. Our Miss Brooks (CBS) wmar-tTv M-F 6 .. 9.4 
13. African Patrol (Famous Films) 


WMAR-TV Fri. 6:30 ........+-. eeesceses 8.8 


TOP FEATURE FILMS 


. Early Show wsz-Tv Tue. 6-7:30 ......... 17.8 
. Big Movie of the Week wMAR-TV 
Sat. 10:30-1:30 a.m. ........ escesecse 17.5 
. Early Show wsz-Tv Thu. 6-7:30 ......... 17.3 
. Early Show wsz-tv Wed. 6-7:30 ......... 17.1 
Early Show wsz-Tv Fri. 6-7:30 ......... 16.6 
TOP NETWORK SHOWS 
- Gunsmoke WMAR-TV ........- 5c eceeeees 45.8 
SE MIMD oscar <b.cccdevedeocecvea 40.4 
77 Sunset Strip WIZ-TV .........eeeeees 39.7 
The Untouchables WJZ-TV ..........ee005 38.9 
Have Gun, Will Travel WMAR-TV ........ 37.1 
Perry Mason WMAR-TY 2 
Wagon Train WBAL-TV 5.8 
The Rebel wsz-Tv 1 
er ee ca seen ee kd eeneees .6 
The Rifleman wJz-Tv .... 6 





PITTSBURGH 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Shotgun Slade (MCA) KDKAa-Tv Sat. 10:30 .31.8 

Sea Hunt (Ziy-UA) KpKa-Tv Sat. 7 ......29.8 
. Huckleberry Hound (Screen Gems) 

AT FE. BERS. wn.cdicccce dctccaaece 24.9 

Navy Log (CBS) kKpkKa-Tv Sat. 11 ....... 24.1 
- Manhunt (Screen Gems) wTaB Thu. 10:30 ..23.5 
. Popeye (UAA) wrto Sat. 9 a.m. ...... oc 8B.7 

Rescue 8 (Screen Gems) wTAE Thu. 7:30 ..18.0 
. Death Valley Days (U. S. Borax) 

ee Se. Bae acces eaecctsevccses 17.2 
. Popeye (UAA) wiic M-F 5... oschaeteen 16.6 

Highway Patrol (Ziv-UA) 

WIR Sk. TOTES aneccanvensebeecweoeces 15.3 


wo 


Quick Draw McGraw (Screen Gems) 


RY WN HEED do nbaceastecuscbtcon 14.0 
. State Trooper (MCA) wito Thu. 7 ....... 13.8 
. Phil Silvers (CBS) KpKa-tTv Wed. 8 ..... 13.1 


. Roy Rogers (Roy Rogers Synd.) 


BBEA-EU Vrs. 62B8 ccc ccecscccccce ere 


. Championship Bowling (Schwimmer) 


WAR Bat. 6 wccccccccccccesscccscccces 12.7 


TOP FEATURE FILMS 





Family Movie Album* wtaw Sun. 6-7:30 ..19.9 
- 6 PM Adventure wrakz Thu. 6-7:15 ...... 18.4 
. Gateway Studio Presents KDKA-TV 

Fri. 11:15-1:15 a.m custeevsesseveses 17.5 
. 6 PM Adventure wrap Wed. 6-7:15 ...... 17.3 
. 6 PM Adventure wrap Fri. 6-7:15 ...... 17.2 

TOP NETWORK SHOWS 

GE SIG 0c ockcewedicccctcccus 48.4 

Father Knows Best KDKA-TV ............. 42.6 
- Have Gun, Will Travel KpDKa-TV ° 39.6 

i SED «oc woes cn vcbenecon 39.5 
b Se SONS CURSE nc cccenccccesons 37.6 
- Wagon Train wiic ...... 


“Indicates programming changes during four-week 


period. Ratings for one-week are given. 





to 


on 


-eceenaana 


> ee 


wo 


Cam Om Oh Ee 


oe 


~ 


con a o o - bo ~ 


a 0 Bo 


o 





. 77 Sunset Strip KpTv 
. Lawman KPTV 
. Hawaiian Eye KpTv 


eens aw 6 we 


CINCINNATI 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


- Huckleberry Hound (Screen Gems) 


wowo-Tv Wed. 6:30 ........cccccccnces 316 


. Quick Draw McGraw (Screen Gems) 


Were-Ge Bus. 6:90 ..siccocdcsescvacsn 213 


. Three Stooges (Screen Gems) 


Wee BED Boo ccaccucvesoencdaun 21 


. Whirlybirds* (CBS) wecpo-Tv Sun. 6:30 ..194 
. Seven League Boots (Screen Gems) 


WED WE. Tic cade Se ccccctecscunsenn 18.2 
Superman (Flamingo) wopo-Tv Mon. 6:30 .181 
Sea Hunt (Ziv-UA) wkro-Tv Thu. 7:30 ..178 
Cisco Kid* (Ziy-UA) woro-Tv Sun. 6 ....197 
Treasure (Burrud) wiuw-T Mon. 7 ......., 11.5 


. Phil Silvers (CBS) wkro-tv Thu. 7 ..... 115 
- Cannonball (ITC) weopo-Tv Sat. 6:30 ....168 


Roy Rogers (Roy Rogers Synd.) 
WERSSe Te. SOS. ccs scsiricvsesne eres | fi 


. Rescue 8 (Screen Gems) wuw-T Fri. 7 ...161 
. This Man Dawson (Ziv-UA) 


WKRO-TV Sat. 10:30 -- 168 





- Not For Hire* (CNP) wiw-tT Thu. 10:30 .153 


TOP FEATURE FILMS 


. Sunday Playhouse* wkRO-Tv Sun. 2-3:30 ..13.1 
- Best of Hollywood* wkro-tv Sun. 3°30-5 ..101 
. Gold Cup Matinee wiuw-t Mon. 5-6:30 ....104 
- Ladies Home Theatre wKRO-TV Tue. 5-6:45 . 8.7 
. Ladies Home Theatre wkRo-Tv Thu. 5-6:45 . 9.5 


TOP NETWORK SHOWS 





- The Real McCoys wcpo-Tv 

77 Sunset Strip wcpo-Tv 
- Wagon Train WLW-T .......... . 
js Gememake WERO-TV 2... nc ccccccccscssein 
« Cepemme WOPO-TY ...ccccccccccs 

Red Skelton wkKRO-TV eeree 

Father Knows Best WKRC-TV ..........-. 32.9 
. The Rifleman woro-tv ocesceounseenn 31.5 
. Garry Moore wkRc-TV onces cee el 30.2 
. The Untouchables weoro-tvy o+e0can al 28.9 

PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

- You Asked For It (Crosby/Brown) 

Brey Gam. 6 ...cccess sovcecedess 0+ oe Saa 
- Sea Hunt (Ziv-UA) Kew-Tv Sat. 7 ........ 33.7 
- 26 Men* (ABC) Kew-tTv Sat. 6:30 . - 29.1 
. Huckleberry Hound (Screen Gems) 

Re TE. 6 nn cccccvcescenacsanie 28.3 
- Highway Patrol (Ziv-UA) 

KOIN-TV Mon. 6:30 ..... es er 
- Death Valley Days (U. S. Borax) 

KOIN-Tv Set. 10:30 ......... 003 60cm 
- The Californians (Victory Pgm. Sls.) 

MOGN-Sv Dae. 6:90 occc cess ccccscenmaen 23.4 
- Silent Service (CNP) KPTV Mon. 7 ....... 23.2 
- Tombstone Territory (Ziy-UA) Kptv Thu. 7 .23.1 


- Rescue 8 (Screen Gems) KGw-Tv Thu. 7 ...23.8 
- Not For Hire (CNP) kptv Sun. 6:30 ....201 
. U. S. Marshal (NTA) Kow-Tv Wed. 7 ....198 
. Mr. District Attorney (Ziv-UA) 


KOIN-TV Sat. 6 


- Amos ‘n’ Andy (CBS) Korn-TV Wed. 6:30 ..183 
. Wanderlust (Burrud) Kew-tTv Mon. 7 ....1%4 


TOP FEATURE FILMS 


- Shirley Temple Theatre kKew-Tv Sat. 5-6:30 .23.9 
. Sunday Matinee* Kptv Sun. 2-4 ......... 12.8 
- Sunday Matinee* KpTv Sun. 4:30-6 ......101 


. Showtime on 6 KOIN-TV 


Geb. BRIS-19346 G.m. ..ccccccccesanal . of 


. Major Studio Preview Kpry Sat. 6-7:30 ... 83 





TOP NETWORK SHOWS 


~ Betey Mosm ROGN-FV 2... ccecccccccsenn 41s 
. Wagen Train KGW-TV ...........cccceen 39.9 
> GROUND. HEY ons cccccccncsccceeaunn 36.8 
pp CN BBP cece deccacds occeneennn 35.4 
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ARB City-by-City Ratings January-February 1960 


DALLAS-FT. WORTH 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Death Valley Days (U. 8. Borax) 

KRLD-TV Sat. 9:30 ........ eeccesese «+ -30.4 
2. Soldiers of Fortune (MCA) Krsz-tv Fri. 6 ..19.6 
3. Huckleberry Hound (Screen Gems) 

EBSE-TV TRE. 6 2. ccccccecvoccccccccsccs 17.9 
4. Superman (Flamingo) Krsz-Tv Mon. 6 ....14.1 
4. Roy Rogers (Roy Rogers Synd.) 

EPIZ-TV Wed. 6 ...cccccccececs ecccccc kG] 
5. Coronado 9* (MCA) wBapP-Tv Tue. 9:3 14.0 
6. Quick Draw McGraw (Screen Gems) 

EPIS-TV Tue. 6 .. cccccccscccccsccceses 13.4 
7. Bold Venture (Ziv-UA) wBap-tv Sun. 9:30 .13.0 
8. Sea Hunt (Ziv-UA) KRLD-Tv Thu. 7:30 ...12.7 
9. Amos ‘n’ Andy (CBS) krsz-tv M-F 5:30 ..11.2 
10. Tombstone Territory (Ziv-UA) 

WFAA-TV Sat. 9:30 ....00-+0% eee eee 9.8 
11. Lock-up (Ziv-UA) wraa-Tv Sat. 6 ..... + 8.6 
12. Divorce Court (KTTV) Krsz-tTv Fri. 7:30 . 8.2 
13. Susie (ITC) KPIZ-TV M-F 5 ...ceeeeeees 7.8 
13. Mr. District Attorney (Ziv-UA) 


wraa-Tv Sat. 3 


TOP FEATURE FILMS 

















1, Dinner Theatre KFJz-TV Thu. 6:30-7:30 ..14.4 
2. Dinner Theatre KFJz-TV Tue. 6:30-7:30 ..11.5 
3. Saturday Showcase wBaP-Tv Sat. 5-6:30 ..11.3 
4, Dinner Theatre KFsz-TV Wed. 6:30-7:30 ..10.6 
5. Dinner Theatre KFsz-TV Fri. 6:30-7:30 ..10.0 
TOP NETWORK SHOWS 
1, Gunsmoke KRLD-TV .....ccecccceeceeeeec 478 
2. Have Gun, Will Travel KRLD-TV .......- - 39.2 
3. The Real McCoys WFAA-TV 
4, Wagon Train WBAP-TV ......+.-- 
5. Red Skelton KRLD-TV .....cseeeceeececes 
6. The Bifleman WFAA-TV ..... errret) | 
1. Ernie Ford WBAP-TV .......-. secceecSl.8 
8. 77 Sunset Strip WFAA-TV ....ceccessees 31.2 
§. Father Knows Best KRLD-TV ....... eeeee 30,8 
9. Wyatt Earp WFAA-TV ...eeee0-s occceeccSO.8 
ST. LOUIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1, Annie Oakley (CBS) Kmox-tv Sat. 6 .....25.0 
3. The Vikings* (Ziv-UA) Ksp-Tv Sun. 9:30 ..24.0 
3. Locs-up (Ziv-UA) Ksp-Tv Wed. 9:30 ....23.4 
4. Mike Hammer (MCA) kKsp-Tv Sat. 10 ....22.4 
5. Sea Hunt (Ziv-UA) KTvi Fri. 10:30 ..... 20.4 
6. Four Just Men (ITC) Ksp-Tv Thu. 9:30 ..20.1 
1. Popeye (UAA) KMOX-Tv Sat. 11:30 a.m. ..19.3 
8. Huckleberry Hound (Screen Gems) 

EPLR-Ty The. 6 ..cccccccscese ccccccees lS 
9. Whirlybirds (CBS) ksp-tv Tue. 10 ......18.2 
10. U. S. Marshal (NTA) Ksp-TvV Wed. 10 ...16.7 
1l. This Man Dawson (Ziv-UA) 

Ksp-Tv Mon. 10 .....cccese woevcccccccelk Sed 
11, Coronado 9 (MCA) Ksp-TV Tue. 9:30 .....15.4 
12. Death Valley Days (U. S. Borax) 

KSD-TV Sat. 9:30 .....cesccces occcccecclS.8 
13. Silent Service (CNP) KsD-Tv Thu. 10 ....14.8 
14. Roy Rogers (Roy Rogers Synd.) 

KSD-TV Sat. 10:30 a.m. ......ceeeeeees -13.4 

TOP FEATURE FILMS 
1, First Run Theatre KMOX-TV 

Bet. 2Oc8B-DBOtTS GM. Suk cs ca wec steve --13.8 
2. Channel Two Theatre KTVI 

Fri. 10:30-12:15 a.m. 

3. Early Show KMox-Ty Mon. 
4. Early Show KMox-Tv Wed. 
5. Early Show KMox-tTv Thu. 
TOP NETWORK SHOWS 
ath cetes ca Monn cM contri Toro oe 
2. Red Skelton KMOX-TV ........ccccceeees 
3. Danny Thomas KMOX-TV ............ 
4. Father Knows Best KMOX-Tv 
5. Gunsmoke KMOX-TV ........ 
6. The Price Is Right KspD-TV 
7. Garry Moure KMOX-TV .........-eccceee 
7. Perry Mason KMOX-TV 
8. Ernie Ford Ksp-Tvy 
9. Bob Hope* ksp-Tv 
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10. 
11. 


12. Superman (Flamingo) cCKLw-Tv Wed. 6:30 .15.5 
13. Cannonball (ITC) wxyz-tv Mon. 7 .......15.4 
14. Decoy (Official) wxyz-pv Sat. 7 .........12.9 
15. Hawkeye & The Last of the Mohicans 

(ITC) OKLW-TV Mon. 6:30 .......+--++- 12.8 

TOP FEATURE FILMS 

1. Million Dollar Movie oKLw-Tv Sun. 3:30-5 .18.0 
2. Bill Kennedy Showtime 

CKELW-TV Sun. 1-2:30 ......ceeceecceeee 16.6 
3. Five Star Feature* wspk-tv Wed. 7-8:30 .14.7 
4. Million Dollar Movie ckLw-tv Thu. 7:30-9 . 9.8 
5. Command Performance CKLW-Tv Sun. 9-11 . 9.2 


. Quick Draw McGraw (Screen Gems) 


. This Is Alice (NTA) CKLW-TV Thu. 6:30 .18.4 
- Death Valley Days (U. 8. Borax) 


. Shotgun Slade (MCA) wws-Tv Thu. 10:30. .16.5 


4-Station Report 


DETROIT | 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) | 


OKLW-Tv Thu. 7 


- Sea Hunt (Ziv-UA) wsBK-tTv Sat. 10:30 ..26.9 | 
. Divorce Court (KTTV) wseKk-tv Tue. 7 ...21.5 


The Honeymooners (CBS) wws-tv Sat. 6:30.20.6 





CKLW-TV Tue. 6:30 


wxyz-Tv Fri. 7 
Popeye (UAA) CKLW-TV Mon.-Sun. 6 


Cisco Kid (Ziy-UA) oKuw-Tv Fri. 6:30 ..16.4 
Science Fiction Theatre CKLW-TV Sun. 5:30 .15.6 


TOP NETWORK SHOWS 








1, 77 Sunset Strip WXYZ-TV ......---0se+0e 44.5 
2. Red Skelton WIBK-TV ........-seeee000% 39.6 
3. Wagon Train WWI-TV .....2--eeseeeeces 39.4 
4. Gunsmoke WIJBK-TV ......-.seeeseeeeees 37.9 
5. Bob Hope*® WWI-TV ......cceceeees 35.7 
6. Perry Mason WIBK-TV .......+++++ ..33.3 
7. Have Gun, Will Travel WJBK-TV .... - 32.7 
8. The Rifleman wxyz-Tv .. 32.4 
9. The Beal McCoys wWxXYz-TV ......... . 32.2 
10. The Untouchables WXYZ-TV ........+.+++- 31.5 
WASHINGTON 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Sea Hunt (Ziv-UA) wmatL-tv Sat. 7 ...... 17.1 | 
2. Science Fiction Theatre* (Ziv-UA) | 

WeAlIeTy Gem. 6 oncccccdccucecessccnce 15.3 
3. Huckleberry Hound (Screen Gems) | 

Wane Ge. F us caccccsctcivesdcorve +2148 | 
4. Trackdown* (CBS) wMat-tv Sun. 6:30 ...14.4 | 
5. Gray Ghost (CBS) wrc-rv Wed. 7 ....... 13.5 | 
6. Silent Service (CNP) wMaL-Tv Sun. 7 ....13.2 | 
7. Phil Silvers (CBS) wre-tv Fri. 7 ....... 13.1 | 
8. Bozo the Clown (Jayark) wro-Tv M-F 5 ..12.7 | 
9. Death Valley Days (U. S. Borax) | 

WRO-TV Mon. FT ..cccccccccccccescceces 12.2 
9. Mike Hammer (MCA) wro-Tv Tue. 10:30 .12.2 | 
10. Quick Draw McGraw (Screen Gems) 

Ee ee RO ee 10.7 | 
11, Little Rascals (Interstate) wMaL-TV M-F 6 .10.2 
12. Three Stooges (Screen Gems) | 

WEE BED OeO awos wae swe senscesse 9.9 | 
13. The Honeymooners (CBS) wre-Tv Tue. 7 .. 9.8 | 
14, 0. 8S. Marshal (NTA) wro-Ttv Thu. 7 9.2 


om ee 


ecomnavas wn ne 


TOP FEATURE FILMS 


10:30 Theatre wrop-Tv Sat. 10:30-1 a.m. .13.2 | 
Early Show wrop-rvy Wed. 5-6:30 ....... 11.2 | 
Early Show wrop-tv Sat. 5-6:30 ....... 10.1 | 
Early Show wror-tv Mon. 5-6:30 ...... ~ oe 
Early Show wror-tv Thu. 5-6:30 ....... 8.1 


TOP NETWORK SHOWS 


Wagon Train wro-Tv 





ee eet ee | 
Perry Mason wTor-Tv 
Gumemahe WHGRMHCY 2. cn ccccscccccccccess . | 
77 Sumect Strip WMAI-TV .....cccccccccs 29.5 
Sees TE” WSS nc dkccccccstaveseens 29.5 | 
The Real McCoys WMAL-TV ........0++e5% 27.8 

ee TRG. WEORY nc cccccsccstvccsces 27.7 
Ret WE. nic ccevccnvctscesio< 27.0 | 
Have Gun, Will Travel wrop-Tv .......... 25.5 








Stop and Think 


about 


Paul Bunyan Radio 
































It's a GOOD thought 
for ADVERTISERS 


264,200 residents—72,670 homes 
cre “tuned-in" to our five 
Northern Michigan radio stations 


Low cost per thousand rates afford 
maximum listener coverage for 
minimum advertising expense 


Paul Bunyan Network 


Les Biederman 
General Manager 





Venard, Rintou! & McConnell 





Television too! 2 FINE STATIONS 


reach 89,654 receivers! 








April 18, 1960, Television Age 63 


Five full % hours of local _ 
Fs public service program- _ 
‘ ming euch week. | 


WTHI-TV. 


CHANNEL 10 CBS - ABC 


TERRE HAUTE 
INDIANA 


Represented Nationally by Bolling Co. 








THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings On 
KDKA-TV, Pittsburgh 


Wire or phone 

Art Kerman 

today for Zz 
availability “ 


in your market, \ 
GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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JOHN NUCCIO, buyer on Parlia- 
ment at Benton & Bowles, New York 
has moved to Doyle Dane Bernbach to 
be group supervisor. JIM THOMP- 
SON, who had been assistant buyer 


MR. THOMPSON 


on Parliament, will take over as full 
buyer on the account. 

JERRY SACHS, media group sup- 
ervisor at DDB, New York, has been 
transferred to the agency’s Los 
Angeles office, where he will be media 
director. 

BUD SAWYER, who was Colgate 
buyer on Ad, Vel Liquid and Lustre 
Cream at Lennen & Newell, New 
York, has moved to Dancer-Fitzgerald- 
Sample, that city. HARRY DUR- 
ANDO, formerly assistant buyer on 
Lorillard at L&N, has been promoted 
to timebuyer and will take over on 
Colgate. 

ED KOBZA has 
from broadcast buyer to broadcast 
supervisor at Kenyon & Eckhardt, 
New York. He succeeds LOU KEN- 
NEDY, who is now media supervisor 
at the agency. 

FRANCES MAROTTA has been 
appointed media director for Moss 
Associates, New York. 


been promoted 





Personals 


ALFRED EDDY has been named 
an associate media group supervisor 
at the New York office of Leo Burnett. 


MR. HAVEN 


ALAN HORNELL, SAM HAVEN 
and PAUL ROTH have been ap- 
pointed assistant media directors at 
Benton & Bowles, New York. 


MR. ROTH 


INEZ AIMEE, recently promoted to 
chief timebuyer at Norman, Craig & 
Kummel, New York, has left the 
agency to join WINS radio as research 
and sales promotion director. 








deodorants and other products from this 

drug company, the agency set some Fresh 
schedules in top markets to start late this 
month for about nine weeks. Mostly day- 
time minutes will run, with the frequency 
about six spots weekly. Diane Neugarten 

is the timebuyer. 


PHILLIPS PETROLEUM CO. 
(Lambert & Feasley, Inc., N.Y.) 
With 52-week schedules of news-weather- 
sports shows running in about 70 markets 
on a three- and five-times-weekly basis, 
PHILLIPS will come in with spot place- 
ments in its top markets the first of next 
month. The schedules will run four or 
five weeks in probably some 30 areas, with 
minutes and 20’s in night and week-end 
daytime positions used. Bill Millar is the 
timebuyer. 


PROCTER & GAMBLE Co. 
(Benton & Bowles, Inc., N. Y.) 
CHARMIN tissues and paper products 


kicked off a new drive last week in about 40 
top markets, running day and night filmed 
minutes mostly through the P&G contract 
year. Larry Colen is the buying contact. 


RATH PACKING CO. 

(Colle & McVoy Adv. Agency, 
Minneapolis ) 

Cedar Rapids, Iowa, was the first of 
several midwestern markets to get a 
schedule of filmed spots for RATH FEEDS 
early this month. Other Iowa stations will 
be added shortly. The live-action films 
feature a pig and chicken that play piano 
and dance. Activity is centered on farm 
and weather programs. Bette Jones is the 
contact. 


REYNOLDS METALS CO. 


(Zimmer, McClaskey, Frank, Inc., 
Richmond) 


First noted here last Oct. 5 as being 
introduced in Hartford and other New 
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England markets, REYNOLON—the 
company’s new clear plastic wrap—has since 
been using placements in Boston, Syracuse, 
Albany, Philadelphia, Washington, 
Baltimore, Richmond, Chicago, Milwaukee 
and other scattered markets. Animated 
minutes in primarily daytime slots are set in 
strong frequencies. Other markets are 

being picked up as distribution expands. 
Account executive Ken Erdman is the 
contact. (It’s understood some schedules 
are being placed from Clinton E. Frank, 
Inc., Chicago.) 


RHEEM MFG. CO., INC. 


(Rothbardt & Haas Adv., Inc., 
Chicago) 

A four-week campaign in selected markets, 
both top and secondary ones, mostly in the 
midwest, starts between April 30 and May 
4 for Rheem’s 30 PLUS water heater. 
Filmed minutes in varying frequencies, 
averaging about six per week per market, 
will be used. Frances Burns is the 
timebuyer. 


Buyer’s Check List— 


New Stations 


Ksoo-Tv Sioux Falls, S. D., channel 13, is 
scheduled to start operations on June 1. 
Station, owned by KSOO TV, Inc. (Morton 
H. Henkin, president), will be a primary 
affiliate of NBC-TV. Antenna is 1,100 feet 
above average terrain radiating a power of 
316 kw. It will be on the air from 7 a.m.- 
midnight. Base hourly rate has not been set 
National representative is 


as yet. sales 


Avery-Knodel, Inc. 

WSLA Selma, Ala., channel 8, went on the 
air last month with a test pattern. Station, 
which has not as yet signed a network affili- 
ation or chosen a national sales representa- 
tive, is owned by Deep South Broadcasting 
Co., Montgomery. Principals are William J. 
Brennan, president and general manager, 
and William E. Benns Jr., treasurer. Felix 
Robinson is sales manager. Station has a 
300-foot tower three miles west of Selma, 
which is approximately 40 miles west of 
Montgomery. Basic hourly rate is $125. 


New Representatives 


Kcsy-Tv Coos Bay, Ore., has appointed 
George P. Hollingbery, Inc., as national 
sales representative. Art Moore & Asso- 
ciates, Inc., has been named representative 
for the northwest. Station is not yet on the 
air. 


KiFI-Ttv Idaho Falls, which expects to go 
on the air in August, has appointed Gill- 
Perna, Inc., as national sales representa- 
tive. 


Station Changes 


KELO-TV Sioux Falls, S. D., will no longer 
be an affiliate of NBC-TV, effective June 1. 


ROCKCOTE PAINT CO. 
(William R. Williams, Inc., Chicago) 
Joining Du Pont, Dutch Boy and other 
paint firms using spot this spring is this 
company, which starts the first of four 
two-week flights at issue date. Tv markets 
include Rockford, Ill., Madison, Wis., 
Miami and Detroit. Minute spots will run. 
Later flights will start two weeks before 
Decoration Day, the Fourth of July and 
Labor Day so that painters can get their 
work done over the holidays. Agency 
president William R. Williams is the 
contact. 


ST. REGIS PAPER CO. 
(Cunningham & Walsh, Inc., N.Y.) 
A manufacturer of paper school supplies 
among other items, this firm reportedly 
plans to make its initial entry into tv 
early next fall with a back-to-school 
campaign on NIFTY folders. About 100 
stations would get three weeks of minutes 
in and around kid programs. Frequencies 
will be about five filmed spots per week. 
Buying is not yet under way, with 
estimating currently being conducted. 
Media supervisor Herman Braumuller is 
the contact. 


Station will continue to carry ABC-TV and 
CBS-TV programming. 


KLOR-TV Provo, channel 11, is back on 
the air after a two-week suspension caused 
by technical difficulties. 


KNTV San Jose on April 1 became a pri- 
mary affiliate of ABC-TV. Station had been 
carrying various programs of all three net- 
works. 


KsTF Scottsbluff, Neb., channel 10, has 
been granted FCC permission to identify 
itself with Gering as well as Scottsbluff. 


KTvo Ottumwa, Iowa, has been removed 
from all regular NBC-TV rate guide lists 
but will continue to be available for 
network programming on an occasional 
basis. 


K-VUE Sacramento, channel 40, went off 
the air on March 21 for 90 days because of 
technical difficulties. 


wJps-Tv Fairmont-Weston-Clarksburg, W. 
Va., channel 5, has delayed programming 
target date to May 1 due to severe snow- 
storms in that area. The station, an ABC- 
TV affiliate carrying some CBS-TV pro- 
grams, has a base hourly rate of $225. 
Gill-Perna, Inc., is the national 
representative. 


sales 


Network Rate Increases 


ABC-TV: 

wsJv-tv South Bend-Elkhart, from $400 
to $425, April 1. 

xETV San Diego, from $700 to $800, April 
4. 


SHULTON, INC. 
(Benton & Bowles, Inc., N. Y.) 


A national magazine campaign on Shulton’s 
new DESERT DRI deodorant starts early 
next month and a tv effort is planned 

for July 1. Video-wise, however, only four 
markets will get schedules in a test of 
the medium’s efficiency and tv copy 
approaches. The announcements will be 
minutes on film (possibly tape if the 
markets—yet to be selected—have 
facilities). Jim Thompson is the timebuyer. 











STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 


Ctialelh 


KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

KSBW-TV, Salinas, Calif. 

WIMA-TV, Lima, Ohio 

WPEN.-TV, Traverse City, 
Mich. 


235 East 46th St.. New York 17, N. Y. 
Plaza 5-4262 


















WNMAR-TV 





CHANNEL 


IS NO. 





in Station Audience Circulation 
in the Greater Baltimore— 
Maryland Market. 


TV Home Potential 


856,900* 


*ARB March 1960 


WMAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 
Represented Nationally by 
THE Katz AGENCY, INC. 
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Reader’s Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked : 

No. Number of copies 
33. Auto Dealers 

44. Bakeries -—— 
42. Banks & Savings Institutions —— 
26. Beer & Ale — 
36. Candy & Confectionary Stores —— 
22. Coffee Distributors —-- 
31. Cosmetics & Beauty Preparation —— 
24. Cough & Cold Remedies —- 
41. Dairies & Dairy Products — 
27. Department Stores — 
14. Drugs & Remedies -—- 





43. Drug Stores 

4. Dry Cleaners & Laundries 

18. Electric Power Companies 
25. Electrical Appliances 
17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 

19. Gas Companies 
47. Gasoline & Oil 

5. Groceries & Supermarkets 

10. Hardware & Building Supplies 
45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers —— 
23. Men’s Clothing Stores — 
29. Moving & Storage — 
38. Newspapers & Magazines aa 
9. Nurseries, Seed & Feed —— 
35. Pet Food & Pet Shops —. 
40. Pre-fab Housing — 
28. Restaurants & Cafeterias -—- 
16. Shoe Stores & Manufacturers —- 
11. Soft Drink Distributors --—— 
13. Sporting Goods & Toys — 
20. Telephone Companies — 
30. Television & Radio Receivers —— 
39. Theatres ae 
37. Tires & Auto Accessories -— = 
12. Travel, Hotels & Resorts — 
32. Weight Control — 
34. Women’s Specialty Shops -—- 


Name___ 
Company__ aan 
Position. 
J ee eae: aa 
City __ a Me 


State _ 
O Bill me 
C1 I enclose payment 





(C Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 

Product Groups. 
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James A. Gustafson has been named 
local sales manager of wttG, the 
Metropolitan Broadcasting Co. outlet 
in Washington, D.C. For the past 
three years he has served as an ac- 
count executive for the station. Prior 
to this his experience in broadcasting 
covered a period of 12 years in all 
phases of radio. 


SIMONIZ CO. 

(Young & Rubicam, Inc., Chicago) 
Starting this week, about 25 scattered 
markets across the country begin schedules 
for SIMONIZ instant car wax. Filmed 
minutes in nighttime and male-audience 
periods will run in varying frequencies for 
10 weeks. Marie Fitzpatrick and Keith 
Schaffer are the timebuyers. 


STERLING DRUG, INC. 
(Compton Adv., Inc., N.Y.) 


A fairly new headache tablet from this 
drug firm is called INSTANTINE and has 
tested in New England and other areas. It 
recently set a few schedules in continuation 
of the test, with a half-dozen minutes 
running weekly in day and night slots 
until vear-end. Noel Becker, assisting 
Genevieve Schubert, is the contact. 


SUN OIL Co. 

(William Esty Co., Inc., N.Y.) 

New SUNOCO 200X gasoline is being 
strongly promoted in 43 tv markets in the 
company’s 22-state distribution area with 
an increase in spot schedules. The 
heightened placements started the first of 
the month and run for 13 weeks. Florida 
markets are using news-weather shows, 
and some others have syndicated properties 
still running, but the trend for Sun is to 
spots in prime time. Markets get five-six 
20’s and ID’s per week or less. James 
Scanlon is the timebuyer. 


TECHNICAL VENTURES CO. 
(J. H. Altman & Co., Detroit) 


The Altman agency was just appointed to 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 










the account of this manufacturer of a new 
parlor game called BLUE CHIP. The 
agency’s initial plans call for “an 
intensive national advertising campaign 

. . in both newspapers and spot tv.” 
Agency head J. Altman is the contact. 


WILSON SPORTING GOODS 
(Roche, Rickerd & Cleary, Inc., 
Chicago) 

A concentrated use of national spot tv to 
sell sporting goods to youngsters is 
reportedly a “first” for Wilson. Last week 
saw a series of one participation daily start 
in Chicago and Los Angeles to promote 
baseball gloves autographed by Nellie Fox 
and Larry Sherry. The company has added 
14 markets to the six used since last 
December, with filmed 20’s tied to the 
World’s Champion Golf show to promote 
golf clubs and balls. Scattered national 
markets include Chicago, Los Angeles, San 
Francisco, Boston, etc. Account executive 
E. Blasco is the contact. 





WKTV Contest 


A contest on WKTV Utica-Rome 
resulted in two kinds of appre- 
ciation — a not inconsiderable 
group of husbands were remind- 
ed to appreciate their wives, and 
a new advertiser learned to ap- 
preciate television, 

The contest, named “Deserving 
Wife,” invited husbands to write 
in and tell why their wives de- 
served a “night out.” The winner 
was enabled to surprise the frau 
with six nights out, dining and 
dancing, baby sitter provided, 
and the runner-up won four. 

Nearly a thousand proud (or 
conscience - stricken) husbands 
wrote to the station extolling the 
virtues of their wives. But the 
effect of the contest was even 
more far-reaching, according to 
the owner of the restaurant in- 
volved. 

Anthony Trinkhaus, proprietor 
of Trinkhaus Manor, said “the 
contest really opened my eyes to 
television advertising. Wherever 
I went people were talking about 
it.” According to Mr. Trinkhaus, 
husbands didn’t wait for the con- 
test to end to begin taking their 
wives out to dinner—at least to 
his establishment. 
said Mr. 
Trinkhaus, as he signed a con- 
tract with wKtv, “I’m going to 
discontinue all other advertising 


“From now on,” 


and go in heavily for tv.” 
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There’s an art to the business! 








Combine solid-sell knowhow with artistic imagination, and you're likely to 
have the perfect vehicle for a successful television campaign. To get such a 
) combination, call on Terrytoons creativity. Whatever the approach—way out 
or down-to-earth, arty or hard-sell—your film commercials will always look 
better and sell better when they are produced by... @TERRYTOONS 
A Division of CBS Films Inc., 485 Madison Ave., New York 22. PLaza 1-2345. 














that was no 

ordinary 
producer 

who was that that was 

ordinary tv spots 

producer i 

saw you with 

last night? 


1037 north cole ave. + los angeles 38, california + hollywood 5-5171 
8 east fifty-second street » new york 22, new york « plaza 5-4807 
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Directory of 


agency commercial 


producers 


Television Age 


APRIL 18, 1960 





(The following list includes all television commercial pro- 
ducers or other agency executives in the top 50 television 
markets who contract for, or supervise, the production of 


television commercials. Information was furnished to TELE- 
VISION AGE on special questionnaires supplied by the maga- 
zine. Titles are listed only as indicated by the agencies.) 





ALABAMA 
Birmingham 
ADVERTISING INC. 
Box 6034, zn 9 
Frank J. Sego, p; Milton Lawrence, ae. 
EVELYN ALLEN PROD. 
3504 Mountain Park Dr. 
Evelyn Allen, 0, mgr; Cecile Sundock, prodn coord 
KEEGAN ADV. 
303 Title Guarantee Bidg., zn 3 
Forbes McKay, p. 
ROBERT LUCKIE & CO, INC. 
P. O. Box 2254, zn 1 
Arden D. Moser, md, ty-rad d; John Forney, exec yp 
PARKER & ASSOC. 
204-08 Comer Blidg., zn 3 
Wayne Parker, p; William R. Campbell, tv-rad d. 
SPARROW ADV. AGCY. 
Farley Bldg., zn 3 
J. O. Ward, art d 


CALIFORNIA 
Los Angeles 
ADVERTISING AGENCIES, INC. 
12412 Ventura Blvd., Studio City 
Bill Wolff, copy chf, tv-rad d. 
ATHERTON, MOGGE, PRIVETT 
8467 Beverly Blvd., zn 48 
Alfred A. Atherton, exec yp, creative d. 
BARNES CHASE CO. 
3450 Wilshire Blvd., zn 5 
Frank M. Huff, vp; J. L. Buchanan, yp; Phil Frank 
lin, vp; Glenn Michel, ae; Burl Stiff, copy chf. 
BATES & WEST 
1250 Wilshire Blvd., zn 17 
K. 0. Bates, p; Harvey West, part. 
BAUS & ROSS CO. 
2796 W. Sth St., zn 5 
A. V. Sammelman, art d, prodn mgr. 
JERE BAYARD ADVY., INC. 
1012 S. Robertson Blvd., zn 35 
Jere Bayard, vp; Charles Murray, g mgr. 
MAX W. BECKER ADV. SERVICE 
4439 Atlantic Ave., Long Beach zn 7 
Don Kracke, art d; Norma Pearson, copy chf. 


BECKMAN KOBLITZ, INC. 

915 N. La Cienega Bivd., zn 46 

Milton Beckman. principal; Albert Buffington, tv-rad d 
BERGHOFF ASSOC., INC. 

511 N. La Cienega Blvd., zn 48 

Jerry Berghoff, p, tal b; Marold Ross, exec yp, prodn 
d; Rick LaZaar, w-rad tb; Howard Miller, art d 
CHARLES BOWES ADV., INC. 

1010 5S. Flower St., mm 15 

Charles A. Bowes, p; Robert E. Brandson, yp; John A 
Duvall, ae; Howard C. Borschel, ae; Locke Turner, ac 
FRANK BULL & CO. 

1239 Highland Ave., zn 38 

Ken Jewett, md, prodn mgr. 

LEO BURNETT CO., INC. 

1680 N. Vine St., zn 28 

Zeorge Bole, mgr tv fim, tape; Chet Glassley, Wally 
Burr, Russ Mayberry; Emrich Nicholson, ty art d. 
BUSS, BEAR & ASSOC, 

2352 W. Third St., zn 57 

Mel Hall, tv-rad d. 

CAMPBELL-EWALD CO. 

1750 N. Vine St. 

Willard Hanes, Bud Cole, Jere B. Chamberlin, 
prods. 

CAMPBELL-MITHUN, INC. 

1213 Hollywood, Taft Bidg., mm 28 

Ernest P. Andrews, ty-rad prodn mgr; Jane Baker 
asst tv-rad prodn mer. 

MILTON CARLSON CO. 

3540 Wilshire Blvd., zn 5 

Milton V. Carlson, tv prod. 

CARSON-ROBERTS INC. 

8811 Alden Dr., zn 48 

Gil Lieberman, tw prod; Ed Smarden, ty prod; Cy 
Schneider, a sup; Jack Roberts, creative d; Sid Kahn, 
prod sup. 

COLE, FISHER & ROGOW 

9033 Wilshire Blvd., Beverly Hills 

Robert Witte, tv d. 

COMPTON ADV., INC. 

6505 Wilshire Blvd., zn 48 

Joseph Agnello, Robert Howell, Mickie Kies, Marjorie 
Bane, tv-rad prods. 

CONSOLIDATED ADV. 

8762 Holloway St., zn 46 

Ralph Weinstock, yp, copy chf; Andrew Furr, art d 


CRAIG & REID 

6000 Sunset Blvd., zn 28 

Willard Kirkham, tv-rad d. 

DANCER-FITZGERALD-SAMPLE, INC. 

1680 N. Vine St., Hollywood zn 28 

William 8. Watkins, fim prod. 

DAVIS & BLACKWELL, INC, 

3607 W. Magnolia Bivd., Burbank 

Walter Davis, p. 

DAVIS-HARRISON-SIMMONDS 

11032 Magnolia Bivd., North Hollywood 

Don L. Davis, p; M. lL. Moffitt, yp; Elsa Carrow, vp; 

Ruth Tracy, ae; Bill Wittrock, ae. 

DAVIS, JOHNSON, ANDERSON & 
COLOMBATTO, INC. 

2301 W. Third St., zn 57 

Don C. Johnson, vp. 

DENNIS ADV. 

1127 Wilshire Blvd., Suite 510, zn 41 

Robert F. Dennis, p, tv-rad d 

DONAHUE & COE ADV., INC. 

3234 Wilshire Blvd., zn 5 

Glenn Grossman, ty-rad d; Charles J. Helfrich, md 

JOEL DOUGLAS ADV. 

7461 Beverly Blvd., am 36 

Miss Elinor Adelson, creative d 

DOYLE DANE BERNBACH, INC. 

6399 Wilshire Blvd., am 48 

Robert E. Gips, tv-rad prod. 

DREYFUS & GARDNER 

511 N. LaCienega Blvd., zn 48 

Norman Gollin, art d. 

EDWIN C. DUNAS CO. 

8400 Sunset Blvd., zn 46 

Audrey Jampol, tv-rad d. 

EISAMAN, JOHNS & LAWS 

1680 N. Vine St., Hollywood zn 28 

Joe Eisaman, sec-treas. 

NEIL M. ELLIOTT ADV., INC. 

66 S. Hobart, am 5 

K. Wolfe, art d. 

ERWIN WASEY, RUTHRAUFF & RYAN, INC. 

5045 Wilshire Blvd., zn 36 

Robert L. Redd, vp, tv-rad d; Edwin T. Morgan, tv 

rad prodn d; Edward Simmons, ty-rad prod. 

WILLIAM ESTY CO., INC, 

6331 Hollywood Blvd., zn 28 
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LV. spot editor 


A column sponsored by one of the leading film producers in television 


gain 


NEW YORK: 200 East 56th Street .. . CHICAGO: 16 East Ontario Street 


The drama of rice, one of the world’s most nutritious grains, is beautifully portrayed 
in this one-minute spot which was photographed in both color and black and white, 
A soft, symphonic musical background, accents the movement of the “Stream of 
Rice”’ down through the ages to the modern day, and “‘America’s favorite way to eat 
rice . . . Kellogg’s Rice Krispies.”” Produced by SARRA for the KELLOGG COM.- 
PANY through LEO BURNETT COMPANY, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Enjoyment of refreshingly dry Rheingold Beer is the theme of this new series of 
commercials. Clever lyrics place activities in all of Rheingold’s territory . . . pic 
nickers on Staten Island, penthouses in Manhattan, skiers in New England, bridge 
players in Queens, golfers in New Jersey, bowlers in Brooklyn—even men in outer 
space—etc., etc. . . . all are shown enjoying their favorite beer. Emily Banks, Miss 
Rheingold 1960, ends each spot with the reminder that Rheingold is New York’s 
largest selling beer. Produced by SARRA for LIEBMANN BREWERIES, INC. 
through FOOTE, CONE & BELDING. 


ginki= 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The animation of the Tareyton rings and the familiar jingle stress the pleasure of the 
mild fuil flavor of dual filter Tareytons in this series of 60-second and 20-second 
spots. Situation comedy for human interest and stop-motion to show the specially 
constructed dual filter, make each commercial a most convincing Tareyton Cigarettes 
salesman. Produced by SARRA for THE AMERICAN TOBACCO CO. through 
LAWRENCE C. GUMBINNER ADVERTISING AGENCY, INC. 


Biktie 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Paper sculpture that ties in with the print campaign, is most effectively animated by 
stop-motion in a continuing series for Armour and Company. Even the product is 
paper sculpture, although the packages are “live.” The fresh approach is greatly 
enhanced by original music. Produced by SARRA for ARMOUR AND COMPANY 
through N. W. AYER & SON, INC. 





a: 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Rita Montgomery, tv ¢ prods. 

CARL FALKENHAINER ADV., INC 

435 S. La Cienega Blvd., zn 48 

Victor Mall, art d. 

FALLON, BRANGHAM & MOON 

7805 Sunset Blvd., zn 46 

John E. Spurk, art d, prodn mgr. 

FOOTE, CONE & BELDING 

900 Wilshire Blvd., m 17 

Stuart Minton, mgr bdest activities. 

JIMMY FRITZ & ASSOC. 

1680 N. Vine St., Hollywood zn 28 

Jane Langford, tv-rad d. 

GAGE, BOOTH & WEST, INC. 

$447 Wilshire Blvd., Beverly Hills 

Ted Baillie, tv-rad d. 

GAYNOR & DUCAS, INC. 

291 S. La Cienega Blvd., Beverly Hills 

Richard Citron, tv dept. 

W. B. GEIESINGER & CO., INC. 

311 N. Flores St., zn 46 

R. L. Williams, exec vp, tv-rad d. 

GERTH, BROWN, CLARK & ELKUS OF 
LOS ANGELES, INC, 

8421 Wilshire Blvd., Beverly Hills 

L. B. Moses, vp; Byron H. Brown, p. 

CLIFFORD GILL AGENCY 

8701 Wilshire Blvd., Beverly Hills 

Clifford Gill, creative d. 

GLENN ADV., INC. 

6399 Wilshire Blvd., zn 48 

Raymond E. Prochnow, vp; Jon Franklin Byk, ae. 

THE GOODMAN ORGANIZATION 

8350 Santa Monica Blvd., zn 46 

Sylvester Brown, art d. 

GRANT ADV., INC. 

Taft Bldg., Hollywood zn 28 


Rudy Behlmer, mgr tv-rad dept; Jack Parker, ty d; 


Sally Hope, tv coord; Dorothy Staff, md 
HEINTZ & CO., INC. 

611 Wilshire Blvd. 

Kenneth Higgins, tv-rad d. 
HENDERSON ASSOC, 

716 S. Central Ave., zn 21 

Sybil Henderson, tv-rad d. 

HIXSON & JORGENSEN, INC. 
3540 Wilshire Blvd., zn 5 


H. Dorr Walsh, vp, ty-rad d; Guy Warren, vp, crea- 


tive d 
HONIG-COOPER & HARRINGTON 
304 S. Kingsley Dr. 


Miss Hildred Sanders, vp, tv-rad d; Jack Gatti, prod. 


HUNTER & WILLHITE ADV. 
721 N. La Brea, zn 38 


Bill S. Hunter, p; Earl M. Willhite, yp; Cy Kelly, 
prodn mgr; Daye Manning, md, copy d; Bill Veneman, 


tw d 

HOWARD M. IRWIN & ASSOC, 
2806 W. Seventh St., zn 5 

Howari M. Irwin, o. 

DON JENNER ADV. AGENCY, INC, 
400 S. Alvarado St. 

Don Jenner, p, md, copy chf. 


JETT ADV. 
6000 Sunset Blvd., Hollywood zn 28 
Tholen E. Gladden, ty-rad d. 


BERNARD F. KAMINS ADV. 

190 N. Canon Drive, Beverly Hills 

Vera Servi, vp, tv d 

LON KAUFMAN CO. 

1529 W. Olympic Blvd., zn 15 

Art Kevin, md, tv-rad d 

EDWARD S. KELLOGG CO. 

685 S. Carondelet, zn 57 

Wally Seidler, tv-rad d. 

KENYON & ECKHARDT 

Equitable Bldg., Hollywood zn 28 

Alvinn Sarasohn, vp, creative sup 

THE LANSDALE CO. 

471 S. Fairfax Ave., zn 36 

Robert Schulberg, part; Lonnie Hood, prodn mgr. 
C. J. LAROCHE & CO., INC. 

6269 Selma Ave., Hollywood zn 28 

Arthur G. White, vp; Thor Holmes, ty-rad d; G 
Mackie Cornwall, copywriter. 


LATTA & CO. 
347 N. Central Ave., Glendale zn 3 
Wm. R. Latta, p; Philo C. Jacks Jr., ae. 


LESTER-VOORHEES CO. 

1022 S. La Cienega Blvd. 

William P. Lester, 0; Rod Sharpe, a sup. 
CHARLES LEVITT CO., INC. 

155 N. Highland, zn 28 

Charles Levitt, p; John Town, m dept. 
LINDER, BERINGHAUSE & LAWRENCE 
1101 Crenshaw Blvd., zn 19 

Rick Stevens, ty-rad d. 

MAGNA ADV. 

1540 N. Highland Ave., zn 28 

Jess Wasserman, agency hd; Ruth Russell, ty b. 





Arnold Wester, vp in chg; Gordon Ecker, John Claar, 


MAYS & CO. 

412 W. 6th St., zn 14 

Albert Musso, art d; Ray Clifford, prodn m. 

MeCANN-ERICKSON 

3325 Wilshire Blvd., mam 5 

Charles Powers, assoc d, ty-rad c prodn; Granville 

Burland, Harold Mathews, Rober: Steel, Neil Tardio, 

Gearge Weber, Jack Fenimore, Peter Spier, John 

Franck, Richard Kuepper, tv-rad prods. 

MeCARTY CO. 

3576 Wilshire Blvd., ma 5 

Herb Brown, vp chg ty-rad; William H. Geisler, vp; 

William H. Atwell, ae; Barbara Nelson, tb. 

WALTER McCREERY, INC. 

256 S. La Cienega Blvd., Beverly Hills 

Howard Flynn, tv-rad d. 

MeNEILL & MeCLEERY 

606 S. Hobart Blvd., zn 5 

Ken MeNeill Sr., p, art 4. 

FRANK MORELAND ADV. 

3723 Wilshire Blvd., zn 5 

Mark Scott, ty-rad d. 

CHARLES A. MOTTL, INC. 

291 S. La Cienega Blvd., Beverly Hills 

Charles A. Mottl, p; Rudolph Perkal, vp. 

MULLE, BREEN & WALDIE, INC. 

405 N. Camden Dr., Beverly Hills 

Sanford L. Kahn, tv-rad d. 

NEALE ADV. ASSOC. 

8462 Sunset Blvd., zn 46 

Hank Mayse, art d 

NEEDHAM, LOUIS & BRORBY 

9100 Sunset Blvd., Hollywood zn 46 

Kenneth C. 8S. Snyder, yp, tvy-rad creative d; Thomas 

D. Thomas, resident prod. 

STANLEY PFLAUM ASSOC, 

8693 Wilshire Blvd., Beverly Hills 

Stanley Pflaum, p; Gwen Wunder, ty md. 

REACH, McCLINTON & CO. 

6434 Wilshire Blvd., zn 48 

Harry W. Witt, vp, mer. 

ROBINSON-FENWICK & HAYNES, INC. 

1111 Wilshire Blvd., zn 17 

Lee Laufer, ty-rad d. 

ROCKETT-LAURITZEN ADV. 

1636 S. Oxford St., zn 6 

Donald C. Lauritzen, p. 

M. B. SCOTT, INC. 

8350 Wilshire Blvd., Beverly Hills 

Don Otis, vp, tv-rad d. 

J. B. SEBRELL ADV. 

300 S. Los Angeles St., zn 13 

Gilbert Martinez, art d; K. Pyle, copy chf. 

THE LEONARD SHANE AGENCY 

6061 Hollywood Blvd., Hollywood zn 28 

Leonard Shane, p, tv-rad d. 

STANLEY ASSOC, 

1403 N. Fairfax Ave., zn 46 

Bob Morris, p, treas, tv-rad d. 

BARTON A. STEBBINS ADV. 

3142 Wilshire Blvd., zn 5 

Frank C. Williams, art d; Stan Elstad, copy chf. 

HAL STEBBINS, INC. 

714 W. Olympic Blvd., zn 15 

Jones Hawley, ae; Jeff Haugan, ae; 

ham, office mgr. 

STILLER & HUNT 

9033 Wilshire Blvd., Beverly Hills 

Willard Specht, art d. 

STODEL ADV. CO. 

850 S. Hill St., zm 14 

Edward C. Stodel, p, tv-rad d 

SULLIVAN, STAUFFER, COLWELL & 
BAYLES, INC, 

6253 Hollywood Blvd., Hollywood zn 28 

John J. Van Nostrand, tv-rad d. 

SWAFFORD & CO. 

307 S. Robertson Blvd., Beverly Hills 

Eugene Cope, art d 

TAGGART & YOUNG 

466 Beverly Blvd., zm 36 

Ray Lewis, tv-rad d. 

TILDS & CANTZ 

8833 Sunset Blvd., zn 46 

Allen Berger, ty d; Walter Tilds, a sup 

THE TULLIS COMPANY 

6000 Sunset Blvd., zn 28 

Bernard Swartz, tv-rad d. 

VAN DER BOOM, HUNT & McNAUGHTON 

672 S. Lafayette Park Pl., zm 57 

Alfred Guerra, art d; Nick Martin, copy chf. 

WADE ADV. AGCY., INC. 

6381 Hollywood Blvd., zn 28 

Edgar Pierce, tv-rad d. 

WELSH, HOLLANDER 

350 S. Alvarado St., zm 57 

Henry W. Welsh, 0; A. M. Hollander, ae; Alta Dubkin, 

prodn. 

HARRY 6G. WILLIS & ASSOC, 

404 E. Broadway, Glendale zn 5 

Harry G. Willis, p, tv-rad d. 


Winifred Gra 





; 





PRODUCERS OF THE 
FINEST IN FILM 

FOR SOME OF THE 
FINEST AGENCIES 


Product: NESTLE’S QUIK 







Agency: McCann-Erickson 


Product: PERMA-THANE 


Agency: John C. Dowd, Inc. 


Product: LAVORIS 


Agency: Morse International 


You, too, can be assured of top quality 
production working with our team 


Wondsel, Carlisle & Dunphy, Inc. 
1600 Broadway 
New York 19, New York 
Cl 7-1600 
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LEN WOOLF CO. 

2252 W. Beverly Bivd., an 57 
Michael F. Doane, ae. 

YOUNG & RUBICAM, INC. 
Hollywood Blvd. & Highland Ave. 
Hollywood an 28 

Walter Bunker, vp, 4 tv-rad. 


Sacramento 

CHAPIN-DAMM ADV. 

1412 South St., zn 14 

Earl Warner, art d, prodn mer. 

CUMMINGS & ASSOC, 

927 Tenth St., zn 14 

F. Clinton Jones, ty-rad d. 

GERTH, BROWN, CLARK & ELKUS OF 
SACRAMENTO, INC, 

1228 H St. 

Albert Hellenthal, vp, tv d; Fred Elkus Jr., exec vp & 

creative d. 


San Francisco 

BOLAND ASSOC, 

755 Sansome St., zn 11 

Paul Turley, exee art d. 

CARL CHRISTOPHER JR. ADV. 
942 Market St., zn 2 

Carl Christopher Jr., tv-rad d. 
CONLEY, BALTZER & STEWARD 
494 Jefferson St., zn 9 

William A. Steward, vp, art d. 
CUNNINGHAM & WALSH, INC. 
1660 Bush St., zn 9 

John W. Connor, yp & creative d; Robert Matthes. 
mgr tv-rad; Patricia Olsen, asst prod & traf mar. 
DOREMUS & CO., LTD. 

425 Bush St., zn 8 

George Sutton, copy chf, ae. 

ROY S. DURSTINE, INC. 

1714 Stockton St., zn 11 

Neil Heard, p; Fred Becker, vp. 
EVANS McCLURE & ASSOC, 

9 First St., zn 5S 

William Carpenter, art d, creative d. 
FOOTE, CONE & BELDING 

235 Montgomery St., zn 4 

Jack McQueen, bdest d. 


AD FRIED & ASSOC, 

160 Santa Clara Ave., Oakland zn 10 

Ad Fried, p, tv-rad d. 

JOHN M. GALLAGHER ADV. 

2525 Van Ness Ave., an 9 

John M. Gallagher, o, tv-rad d. 

GUILD, BASCOM & BONFIGLI, INC. 

130 Kearny St. 

Alex Anderson, vp chg bdest prodn; Daye Fulmer, tv 
creative d; Merritt W. Barnum, hd tv e prodn; Dan 
Lindquist, ty c prod; Larry Canard, tv ¢ prod; Dolly 
Spruance, prod asst. 

HOEFER, DIETERICH & BROWN, INC. 

414 Jackson Sq., zn 11 

James C. Nelson, tv-rad d. 

HONIG-COOPER & HARRINGTON 

1275 Columbus Ave., zn 11 

Charles Lorrance, d; George Watson, sup; Yvonne Hop- 
kins, prodn mgr; Anita Kennedy, traf mgr 
HOPFER-CASTLEMAN ADV. ASSOC, 

3124 E. 14th St., Oakland zn 1 

Paul R. Castleman, 0. 

JEWELL ADV. 

1634 Telegraph Ave., zn 12 

Robert Shelton, art d, prodn mgr 

JOHNSON & LEWIS ADV. 

433 California St., zn 5 

Alan Alch, copy chf. 

KENNEDY-HANNAFORD, INC. 

1322 Webster St., zn 12 

Helen A. Kennedy, p 

KNOLLIN ADV. 

391 Sutter St., zn 8 

Sigurd Mortenson, mgr art & prodn; Richard Fredell, 
copy chf, ?e. 

RAYMOND I. LANG ADV. 

116 New Montgomery St., zn 5 

Rene C. Pinchuk, tv d. 

LENNEN & NEWELL, INC. 

248 Battery St., zn 11 

Theodore Huston, creative d 

LONG ADYV., INC. 

681 Market St. 

Gertrude B. Murphy, sr yp, rad-ty d; Joanna Yates, 
tv-rad m asst. 

JAMES R. LUNKE & ASSOC. 

Tribune Tower, Oakland zn 12 

James R. Lunke, 0, copy chf, ty-rad d. 
McCANN-ERICKSON, INC. 


114 Sansome Street, zn 4 

John Magnuson, tv-rad G; Alden A. Nye, tr-rad pm 
RICHARD N. MELTZER ADV. 

3100 Russ Bidg., zn 4 

Richard Lemen, exec vp & exec art d; Dennis Alp 
man, copy chf. 

MITCHELL, MURRAY & HORN 

704 N. Point St., zn 9 

Sonny Mitchell, p, 0; S. James Matchett, ae. 
JOHN O’ROURKE ADV., INC. 

Flood Bidg., zn 2 

Jack Davis, H. H. Heidinger, art ds. 

PACIFIC ADV. STAFF 

3770 Piedmont Ave., Oakland zn 18 

John Hermansky, ae 

REINHARDT ADY., INC. 

1736 Franklin St., Oakland zn 12 

Emil Reinhardt, p; Henry E. Freitas, ty-rad d. 
J. WALTER THOMPSON 

320 California St., zn 4 

Preston Philhower, art d; Martha Conger, traf @ 
C. Badger, md 

WEINER & GOSSAGE, INC, 

149 California St., zn 11 

Robert B. Freeman, creative d. 
WENGER-MICHAEL, INC. 

580 Market St. 

Dianne Cameron, tv-rad 

WYCKOFF & ASSOC, 

140 Geary St., zn 8 

Joyee Jansen, tv-rad d 

WYMAN ADVERTISING 

278 Post St., zn 8 

Dick Wilson, Layton Quick, art ds 

YOUNG & RUBICAM, INC, 

120 Montgomery St., zn 4 

Jerome Bredouw, wriier, prod 


COLORADO 


Denver 

ARNOLD & CO. 

105 Filmore St., zn 6 

Stephen Wells, copy chf & tv-rad d; Frank Wade, 
prodn d. 

BALL & DAVIDSON, INC. 

670 Delaware St., zn 4 

James B. Forrest, vp; Wallace Baehler, 

Hall, copy dept 





Bringing the exact effect and flavor of the client’s and the 
agency’s creation intact to the television screen . . . that is 
CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


AUDIO 


PRODUCTIONS, INC. 


630 Ninth Ave., N. Y. 36, N. Y. « PL 7-0760 
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BETTS-DRAGER, INC. 

655 Broadway Bldg., zn 4 

R. J. Betts, ae; K. W. Drager, 2e 

BLACK WELL-SKILLINGS, INC. 

2424 W. Alameda Ave., zn 23 

Carlton Tune, prodn mgr; Joe St. Dennis, art d 
GALEN E. BROYLES CO., INC. 

200 Clayton St., zn 6 

Jack Anderson, prodn mgr 

BYRUM ADV. 

924 Broadway, zn 4 

R. H. Byrum, 0 

CLAIR & MEYER ADV. 

728—15th St., zm 2 

Forrest G. Meyer, part. 

HAROLD WALTER CLARK, INC. 

933 Sherman St., am 3 

Duncan J. Ross, tv-rad d 

CONNER ADV. AGENCY, INC. 

501-9 Zook Bldg. 

431 W. Colfax Ave., zn 4 

Cecil R. Conner, p, treas; Samuel G. Howard, vp 
REVILL J. FOX & CO. 

655 Broadway Bldg., zn 3 

Revill J. Fox, p; William B. Chenoweth, vp 
CURT FREIBERGER & CO. 

1439 Court Pl., zn 2 

Curt Freiberger, p, ae; Richard M. Schafbuch, ae 
ED M. HUNTER & CO. 

Rm 430, 818 17th St., zm 2 

Leonard E. Ekberg, p; Ed M. Hunter Jr 
WILLIAM KOSTKA & ASSOC,, INC, 
1740 Broadway, zn 2 

Jack W. Mefford, adv vp 

BRADLEY LANE ADV. 

1061 Elati St., zm 4 

Stephen Demarest, ae, ty-rad prodn mgr 

TED LEVY ADV. 

1635 Marion St., zn 18 

Burt Levine, art d; Charlene Martin, prodn mgr 
RIPPEY-HENDERSON-BUCKNUM & CO. 
909 Sherman St., zn 3 

H. Bond Badgley, prodn mgr. 

MARSHALL ROBERTSON ADV. 

1550 Speer Blvd., zn 4 

Jack Helling, tv 4 

MARK SCHREIBER ADV. 

1090 Fox St., zn 4 

Lowell B. Switzer, prod; Robert E. Hahn, ty d 
HARRY E. SHUBART CO. 

718 Colorado Blidg., zn 2 

Carolyn 8. Schubart, o, tv-rad d 
WESTCOTT-FRYE & ASSOCS., INC, 
333 W. Colfax Ave., zn 4 

Gilbert C. Frye, p, art d, copy chf. 


CONNECTICUT 
New Haven-Hartford 
CRONIN & CO. 


252 Asylum St., Hartford 
W. J. Cronin, p. 


GRACEMAN ADV., INC. 
983 Main St., Hartford zn 3 


John M. Boothroyd, vp, art d; Donald R. Holland, 
vp, creative services; Sheldon M. Stone, prodn mgr. ; 


Shirley 8. Walker, bdest control mgr. 





THE ONLY 
GUARANTEED 
FILM SCRATCH 
REMOVAL SERVICE! 


Guaranteed RAPIDWELD process restores use 
worn film, removes scratches — RAPIDTREAT 
protects new film 

Add hundreds of showings to any film! Cut costs 
drastically! 

See how Rapid’s unusual low cost saves thousands 
of film dollars for top-name clients—and precious 
hundreds for smaller accounts. Send for VALU- 
ABLE informative booklet ON FILM CARE. 


“The Film Doctors” 
apid FILM TECHNIQUE, INC. 


37-02 27th St., Long Island City 1, N. Y. 
“‘New Life For Old Film 
Long Life For New Film” 











FULL SOUND FACILITIES 
RADIO SPOT RECORDING 
16 AND 35 mm TRANSFERS 


QU E RECORDING CO. 


6233 Hollywood Blvd 


E. J. LUSH, INC, 

207 Orange St., New Haven 

Edw. J. Lush, p, ae. 

POST, JOHNSON & LIVINGSTON, INC. 

57 Gillett St., Hartford zn 5 

Jack Livingston, p; Gordon B. Pearl, ae; Selma 
Blake, prodn mgr. 

THE RANDALL CO. 

75 Pearl St., Hartford zn 3 

Robert I. Berger, art d; John F. Reynolds, ty-rad 4. 
ALBEE TRIEBER CO. 

742 Asylum Ave., Hartford zn 5 

Albee Trieber, d tv-rad prodn; Sherman Kanter, asst 
d tv-rad prodn. 

WILLIAM SCHALLER CO., INC. 

1245 Farmington Ave., W. Hartford 

John A. Rodick, vp. 


DISTRICT OF COLUMBIA 
Washington 


ROBERT J. ENDERS ADV., INC. 
1001 Connecticut Ave., N.W., zn 6 


Mary Griffin Jr., tw-rad d; Robert L. Friend, motion 
picture d; Don Cannavaro, visual planning d 
COURTLAND D. FERGUSON, INC. 

315 National Press Bidg., zn 4 

Bertram J. Cleaves, prodn mgr 

ROBERT M. GAMBLE JR., INC. 

1025 Connecticut Ave., N.W., am 6 
Jacque B. DuVall, creative d. 
KAL-EHRLICH & MERRICK 

2141 Wisconsin Ave., N.W., zn 7 

David P. Thomas, tw-rad d 

HENRY J. KAUFMAN & ASSOC. 

1419 H St., N.W., an 5S 

William F. Sigmund, creative d, ae; A 
prodn mgr. 

LARRABEE ASSOC. 

1145—19th St., N.W., am 6 

Arthur J. Lamb, part, tv d, ae; Lee Perri, prodn mer 
WM. D. MURDOCK ADV. ACCY. 

851 Warner Bidg., zn 4 

Gertrude M. Entenmann, ty-rad d 

EARL C. NOYES ADV. 

Washington Bidg., <n 5 

M. D. Randall. 


Allenback, 


VALUABLE PROPERTIES .. . 


-.- the kind of musical commercials that 


increase in value and effectiveness with 


continuous exposure year after year after 


year—custom built for you by— 


| pblohe musical enterprises, inc. 
| 
| 
\ 


59 EAST 54 STREET 
NEW YORK 22, N.Y: 


MURRAY HILL 86-3950 
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triply honored by 
the Art Director’s 
Club of New York 


never needs 
waxing 








Standard Oil of N. J. © McCann-Erickson 








Film Productions Incorporated 
33 West 46th Street New York 
JUdson 2-3606 


STAMLER, BROOKS & SOGHIGIAN, INC, 
2000 P St., N.W., zn 6 

Murray Gelberg, asst to creative d. 

M. BELMONT VER STANDIG, INC. 
1107 19th St., N.W., zn 6 

Harold Siegel, prodn mer. 


FLORIDA 
Miami 
ADVERTISING TRADE SERVICE, INC. 
350 Lincoln Rd., Miami Beach 
Bernard Tockar, art-prodn mgr, vp. 
AGEY ADV., INC. 
1451 N. Bayshore Dr. 
John Price, vp, tv-rad; Paul Field, sup, tv prodn. 
BEVIS ASSOC, ADV. 
1140 Ingraham Bldg., zn 32 
E. B. Hollingsworth, part. 
BISCAYNE ADV. 
2138 Biscayne Blvd. 
Betty Waddell, sec-treas, prodn mgr; Jim Ward, tv- 
rad d, ae; Betty Engel, art d. 
BISHOPRIC-GREEN-FIELDEN, INC. 
3361 S.W. 3rd Ave., zn 45 
Norman A. Swetman, ty-rad motion picture d; W. 
Arthur Fielden, vp tv-rad; Jean M. Webster, asst tv- 
rad d. 
BURG ADV. INC. 
Congress Bldg., 111 N.E. 2nd Ave., zn 32 
Julian I. Burg, p; Ann Schmerer, md. 
TALLY EMBRY, INC. 
150 S.E. 3rd Ave., zn 32 
Gifford Thayer, vp, creative d; Joseph Bennett, a 
Herbert Geltner, soundfilm dept. 
GORDON, RUDLEY, BARON, BERG 
3910 N.W. 7th Ave., zn 37 
Irving B. Rudiey, p, art d; William Baron, sec, copy 
echf, ae; Paul L. Berg, treas, prodn mgr; Martha 
George, tv-rad d. 
GRANT ADV., INC. 
13th St. at 2nd Ave., zn 36 
Palmer Tyler, vp, mgr. 
HUME, SMITH, MICKELBERRY 
126 S.E. 2nd St., zm 32 
William C. Mickelberry, vp. 
MARSCHALK & PRATT 
100 Biscayne Blvd. S., zn 32 
Gene Caron, tv-rad dept. 
MILLCO, INC. 
924 Lincoln Rd., Miami Beach zn 39 
Ezra Millstein, p 
HENRY QUEDNAU, INC. 
534 Pan American Bldg. 
George Chamberlin, vp. 
WAKES/SILVERSHEIN/WAKES, INC. 
Suite 229B 
561 N.E. 79th St., zn 38 
Marlene Randell, md; Ben Wakes, creative hd 


t d; 






GEORGIA 


Atlanta 

BEARDEN-THOMPSON-FRANKEL, INC. AND 
EASTMAN, SCOTT 

22 Eighth St., N.E., zn 9 

Lucile M. Freeman, vp, copy chf; John K. Kaiser, vp, 

prodn mgr; Luman Ramsdell, art d. 

GEORGE I. CLARKE CO. 

1401 Peachtree St., N.E., zn 9 

George I. Clarke, p, 0. 

EASTBURN & SIEGEL 

1042 Northside Drive, N.W. 

Lee Scheinman, tv-rad prodn. 

HARRIS & WEINSTEIN ASSOCS. 

1046 Northside Dr., N.W., zn 18 

Abe Weinstein, p; Carolyn H. Harris, yp; Gene H 

Ledbetter, art d; John K. Hinde, prodn d. 

JACOBS, DILLARD 

1559 Peachtree St., N.E., zn 9 

P. W. Smith, copy chf, b, ty-rad d, ae. 

LILLER, NEAL, BATTLE & LINDSEY, INC. 

1371 Peachtree St., N.E., zn 9 

Sam W. Longino, vp, prodn; Baron G. Roberts, vp, art 

LOWE & STEVENS 

685 W. Peachtree St., zn 8 

Robert C. Lowe Jr., part; John H. Stevens, part; 

Donald S. McKelvey; copy sup; Ross Hancock, copy- 

writer. 

MARSCHALK & PRATT 

634-795 Peachtree St., N.E., zn 8 

Jonas Gold, creative d; Andrew S. Jenkins, copy chf. 

ROBERT E. MARTIN & CO. 

1401 Peachtree St., N.E., zn 9 

Charles H. Kupfer, prodn mgr; Frances C. Martin, md. 


ILLINOIS 
Champaign 
GRUBB & PETERSEN ADV. 





111 N. Market St. 
Robert E. Smith, ty-rad d; 
bdest activities. 


Dale R. Arvidson, 


Chicago 

JOSEPH P. ABRAHAM & ASSOC, 

108 W. Lake St., zn 1 

Joseph P. Abraham, o, copy chf; Ernest Duerksen 
prodn mgr, art d 

WILLIAM HART ADLER, INC. 

919 N, Michigan Ave., zn 11 

Alidor Belskis, vp, copy chf, tv-rad d 

AGENCY SERVICE CORP. 

66 E. South Water St., zn 1 

George P. Hixon, vp, tb, ae 

ALLEN ALPERN & ASSOC. 

1227 Loyola Ave., zn 26 

Gertrude Alpern, tv d. 

ATKINSON-COKER, INC. 

200 E. Walton Place, zn 11 

Norm Pierce, tv-rad film dept. 
AUBREY-FINLAY-MARLEY-HODGSON, INC, 
230 N. Michigan Ave., zn 1 

Dixon L. Harper, tv-rad d 

AVES, SHAW & RING, INC. 

333 N. Michigan Ave., zn 1 

Norman Fitzgerald, prodn mer 

N. W. AYER & SON, INC. 

135 S. LaSalle St., zn 3 

Jim Cooper, Sally Diekema, Dorothy La Clair, Jig 
Robertson, tv-rad prods 

ERLE BAKER ADV. CO. 

154 E. Erie St., zn 11 

Miss Marion Jerelle, ty d, md 

BAKER, TILDEN, BOLGARD & BARGER, INC, 
919 N,. Michigan Ave., zn 11 

George J. Jarrett, mgr tv-rad dept. 

BENTLEY, BARNES & LYNN, INC. 

64 E. Lake St., zn 1 

G. E. Fenichel, prodn mgr. 

GORDON BEST CO., INC. 

228 N. LaSalle St., zn 1 

Shepard Chartoc, vp chg tv-rad 

LEO P. BOTT JR. ADV. 

64 E. Jackson Blvd., zn 4 

Leo P. Bott Jr., o 

BOZELL & JACOBS, INC. 

205 N. LaSalle St., zn 1 

Nathan E. Jacobs, p, mgr. 

E. H. BROWN ADV. 

20 N. Wacker Dr., zn 6 

D. E. Meintzer, prodn dept; E. G. Brown, copy dept 
THE BUCHEN CO. 

400 W. Madison St., zn 6 

John Cole, ty-rad-fims d 
BURLINGAME-GROSSMAN ADV. 

207 S. Wabash, zn 6 

Sidney J. Brichta, ae 

LEO BURNETT CO., INC. 

Prudential Plaza, zn 1 

Bob Wickersham, ec prod 

CALDWELL ADV., INC. 

400 N. Michigan Ave., zn 11 

B. P. Caldwell Jr., p; C. R. Taaffe, vp, art & 
Pat K. McNeela, md 

CAMPBELL-MITHUN, INC. 

919 N. Michigan Ave., zn 11 

Ernest W. Turner, vp, d creative serv; Ted Le Maite, 
tv-rad dept hd. 

THE CAPLES CO. 

216 E. Ontario St., zn 11 

Jack Stilwill, tv-rad d; Helen Taylor, md 
CARLSON ADV. CO. 

10 E. Erie St., zn 11 

D. J. Carlson, p, prod mgr. 

CHRISTIANSEN ADV. 

135 S. LaSalle St., zn 3 

Martin Fritz, vp m; John H. Suttner, vp copy; Nor- 
man Heyne, tv-rad d. 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, HIC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 


















CUSTOM DESIGNED 





LIVE ACTION 


AND 


ANIMATION 


FOR 
TV Film Commercials 


Industrial Films 
Slidefilms 



















Tile 
FILM PRODUCTIONS, INC. 
U/ 


1600 Broadway, NEW YORK 19, N. Y. 
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for (contemporary ideas 


forinspied concepts 


for Knew directions 


your next 
TV commercial 

deserves the 
individual care 


of 





productions, ince. 


115 West 45th Street 
New York 36, N.Y. 


JU 2-4633 
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RICHARD CRABB ASSOC, 
20 N. Wacker Dr., zn 6 
Herb Howard, vp, creative d. 
CRUTTENDEN ADV. 

75 E. Wacker Dr., zn 1 
Shirley Onyon, prod mgr. 
CUNNINGHAM & WALSH 
6 N. Michigan Ave., zn 2 
Ivan Hill, exee vp; Laurence Scott, sr vp; Elinor 
Fahrenhulz, tv-rad d; George Kleitz, md; Bette Mc 
Keough, tb. 

D’ARCY ADV. CO., INC. 

205 Prudential Plaza, zn 1 

Russell B. Young; Niles Swanson, Harry Bubeck, tv 
rad ds. 

W. B. DONER & CO. 

35 E. Wacker Dr., zn 1 

Milford F. Kostman, yp, tv-rad d 
EDELSTEIN-NELSON ADV. 

203 N. Wabash Ave., zn 1 

Ray Raufeisen, vp, art. d. 

ERWIN WASEY, RUTHRAUFF & RYAN 

360 N. Michigan Ave., zn 1 

Lou Jackobson, prodn mgr ty-rad dept; Hathaway 
Kemper, tvy-rad prod; Ted Schulte, industrial fim 
prod; George B. Anderson, vp chg tv-rad 

M. M. FISHER ASSOC, ADV. 

79 W. Monroe St., zn 3 

Calvin Holmes, copy chf; Harry Miller, art d 
GEORGE F. FLOREY, INC. 

135 S. La Salle St., zn 3 

John J. McEnroe, copy chf; James J. Lyons, prodn 
mer. 

FOOTE, CONE & BELDING 

155 E. Superior St., zn 11 

Homer Heck, vp, tv-rad d; Tom Brennan, assoc tv- 
rad d; Bill Hyer, bdest sup; Bob Lewis, bdest sup; 
Mike Clarke, bdest services mgr; John Rundall, bdest 
sup; Barney Palmer, d fim prodn; Tom Arend, asst 
d fim prodn 

CLINTON E. FRANK, INC. 

2400 Merchandise Mart, zn 54 

Buckingham W. Gunn, vp, ty-rad d; Donald Keeslar 
tw-rad prod 

JULIAN FRANK & ASSOC. 

22 E. Elm St., zn 11 

Julian Frank, o; David Grossman, prodn mgr 
ALEX T. FRANZ, INC. 

221 N. LaSalle St., zn 1 

Hirschell Goodman, yp & creative d 

FULLER & SMITH & ROSS, INC. 

105 W. Adams St., zn 3 

David H. Echols, vp; Paul Brickman, vp 
FULTON-MORRISSEY CO. 

612 N. Michigan Ave., zn 11 

Jan Tangdelius, p, creative d 

GARDNER & STEIN 

11 N. Wacker Dr., zn 6 

Joseph Arbeit, copy chf; Bernard J. Oos, prodn mgr 
GARFIELD-LINN & CO. 

333 N. Michigan Ave., zn 1 

Stanley J. Cuchra, prodn mgr; Steven Babeecki, art d 
CHRISTOPHER GARTH ADV. 

996 Main St., Evanston 

Christopher Garth, p, copy chf, ae 

THE PHIL GORDON AGCY, INC. 

23 E. Jackson Blvd., zn 4 
Philip W. Abrams, exee vp; 
copy chf. 

GORDON & HEMPSTEAD 
140 E. Ontario 

Neal Waldman, copy chf. 
GOURFAIN-LOEFF, INC. 
205 W. Wacker Dr., zn 6 

A. Surgal, tv-rad d. 

GRANT ADYV., INC. 

919 N. Michigan Ave., zn 11 
Mrs. Gail Light, tv-rad prodn 
GRANT, SCHWENCK & BAKER, INC. 

520 N. Michigan Ave., zn 11 

Frank M. Baker, vp, tv-rad d 

H. M. GROSS CO. 

919 N. Michigan Ave., zn 11 

Charlene Roberts, prodn mgr; Edward Baumgartner 
art d 

GROSSFELD & STAFF 

22 W. Monroe St., zn 3 

Edward A. Grossfeld, 0, copy chf 

HANSON & STEVENS, INC. 

11 N. Wacker Dr., zn 6 

Richard B. Stevens, prodn mgr; Theodore J. Johnson 
art. d. 

GEORGE H. HARTMAN CO. 

307 N. Michigan Ave., zn 1 

Jack Leonard, d tvy-rad prodn 

HEADEN, HORRELL & WENTSEL, INC. 

2209 Prudential Plaza, zn 1 

Judson Horrell, - vp. 


Richard C 


Evenson, 


HENRI, HURST & McDONALD 
121 W. Wacker Dr., zn 1 
Lee Randon, tv-rad mgr. 





HOPKINS, PATWELL & ASSOC. 
100 W. Monroe St., zn 11 

J. Jasinski, prodn & traf mgr 

E. ROSS HUMPHREY & ASSOC. 

154 E. Erie 

Emmet Mellenthi, tv-rad d. 

ROBERT KAHN & ASSOC, 

2660 W. Medill Ave., zn 47 

Bernice Stone, art d. 

THE KAPPS CO. 

64 E. Lake St., zn 1 

Capico Kapps, p, ty-rad d. - 
H. W. KASTOR & SONS ADV. 

75 E. Wacker Dr., zn 1 

James H. West, vp, tv-rad d 

KENNEDY & CO. 

100 E. Ohio St., zn 11 

William J. Kennedy, p, tvy-rad d, copy chf. 
KEYES, MADDEN & JONES 

919 N, Michigan Ave., zn 11 

Thomas Brogan, vp, art d; Wallace Capel, copy chf. 
FREDRIC R. KLEIMAN ADV. 

203 N. Wabash Ave., zn 1 

Fredric R. Kleinman, p; William Perry, g mgr; Irving 
Eglit, prodn mgr 

KUTTNER & KUTTNER, INC. 

646 N. Michigan Ave., zn 11 

Forest. Lightle, art d; Martin Moller, copy chf. 
LADD, SOUTHWARD & BENTLEY, INC. 

300 W. Washington St., zn 6 

Lee R. Teeman, vp tv-rad graphics 

LAUESEN & SALOMON 

520 N. Michigan Ave., zn 11 

R. A. Salomon, prodn mgr. 

LEEDS & YORK ADV. 

2735 N. Ashland Ave., zn 4 

Maury Mayber, vp, tv b 

LILIENFELD & CO. 

121 W. Wacker Dr., zn 1 

James K. Jurgensen, tv-rad d 

W. E. LONG CO. 

188 W. Randolph St., zn 1 

David R. Hayes, tv-rad d; John Pesick, asst tv-rad @ 
EARLE LUDGIN & CO. 

121 W. Wacker Dr., zn 1 

Donald H. Hockstein, ty-rad prodn d 
MacFARLAND, AVEYARD & CO. 

333 N. Michigan Ave., zn 1 

H. Grant Atkinson, yp, tvy-rad d 
MALCOLM-HOWARD ADV. 

203 N. Wabash Ave., zn 1 

Arthur M. Holland, ae; M. G. Holland, ae; H. A 
Barkun, ae; Eugene Holland, film prod; Edward M 
Drucker, prod; Frances Weiss, copy, prodn; Buny 
Berman, prod; Maxine Ziv, mb; Arthur Anderle, art ¢ 
MANDABACH & SIMMS, INC. 

520 N. Michigan Ave., zn 11 

James Galloway, vp, art d. 

ALAN T. MANN CO., INC. 

185 N. Wabash Ave., zn 1 

Richard E. Kautz, vp, prodn mer. 
McCANN-ERICKSON, INC. 

318 S. Michigan Ave., zn 4 

Edward Maroney, ty-rad mgr; Clair Callihan, prod; 
John Horton, prod; Marilyn Hardt, asst to prod 
McGIVERAN-CHILD CO. 

162 N. Clinton St., zn 6 

Gola H. Sebenar, art d; Harry Lyons, prodn 
JOHN MECK & STAFF 

2701 W. Howard St., zn 45 

John Meck, mgr. 

ARTHUR MEYERHOFF & CO. 

410 N. Michigan Ave., zn 11 

Stuart L. Novy, ty-rad d; Madeleine C. Wieliczke, 
tv-rad prod. 

ARTHUR R. MOGGE, INC. 

333 N. Michigan Ave., zn 1 

Robert A. Mogge, vp. 








Chateau %* 


=—— THEATRICAL ANIMALS 


ANIMAL TALENT FOR 
TV COMMERCIALS 


From A Flea To An Elephant 
From A Goatcart To A 
Stagecoach 


608 W. 48th St., N. Y. 36, N.Y, 


TELEPHONE: Ci 6-0520 
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JOHN B. MORRISSEY CO. TATHAM-LAIRD, INC. FREDERICK C. WILLIAMS & ASSOC. 


30 N. LaSalle St., zn 2 64 E. Jackson Bivd., an 4 6 N. Michigan Ave., zn 3 

Herb Dudek, art d. Dan P. Ryan, exec dc prodn; George Lekas, ¢ prod; Frederick C. Williams, part. 
FRANK C. NAHSER, INC. Tom Cadden, ¢ prod; Lou Perkins, ¢ prod. 

221 N. La Salle St., zn 1 MARVIN E, TENCH ADV. AGENCY, INC. WILLIAM R. WILLIAMS, INC. 
William F. Foley, copy chf; Elmer W. Fieberts, 1111 Chicago Ave., Oak Park 221 N. LaSalle St., an 1 

prodn mgr. C. T. Johnson, tv-rad d. Robert W. Howat, vp, creative d. 


NEEDHAM, LOUIS & BRORBY, INC. J. WALTER THOMPSON CO. WILSON-SAYLOR-WARE, INC. 
Prudential Plaza, zn 1 410 N. Michigan Ave., zn 11 188 Randolph Tower, zn 1 
James G. Cominos, vp chg tv-rad; James L. Isham, Mark A. Forgette, mgr, ty ¢ dept; Murray Pattinson, Lawrence J. Cullen, vp, Lgnn Saylor, vp 
vp, d creative services; Kenneth C. T. Snyder, vp, exec prod, ty c dept; Lincoln Scheurle, prod, ty c 
. tv-rad creative d. dept; Donald Franz, prod, ty ¢ dept; Justine Franz, WRIGHT, CAMPBELL & SUIT, INC. 

NORTH ADV., INC. prod, tv ¢ dept. 152 E. Superior St. 
Merchandise Mart, zm 54 UNITED ADV. CO., INC. William E. Wright, p; Donald L. Campbell, yp. 
Len Levy, tvy-rad prodn mgr. 427 W. Randolph St., zn 6 
O°GRADY-ANDERSEN-GRAY, INC. Joe Littleton, md, ty-rad d. pay gh ten renders} 
230 N. Michigan Ave., zn 1 WADE ADV., INC. William Wilson, chg tv-rad dept; MacKenzie Ward, 
Jack J. Page, exec vp. 20 N. Wacker Dr., zn 6 prodn ty ¢ films; Daniel Knight, prod 
OLIAN & BRONNER, INC. Booth P. Luck, ty fim d; Royal Alcott, assoc tv 
35 E. Wacker Dr., zn 1 fim d; Grover J. Allen, vir sup. 

y eb, R. A. Berman, tv d. EDWARD H. WEISS & CO. INDIANA 
PHILLIPS & CHERBO, INC. 360 N. Michigan Ave., zn 1 
35 E. Wacker Dr., zn 1 Rolf Brandis, tv-rad prod. Indianapolis 

: Irving Robert L. Finch, vp, rad d; Jack C. Cherbo, exec vp. WARREN WETHERALL & ASSOC. . BULL ADV. 
POWELL, SCHOENBROD & HALL 919 N. Michigan Ave., zn 11 130 E. Washington St., zn 4 
230 N. Michigan Ave., zn 1 Burr McCloskey, vp, creative d. Estel D. Freeman, tvy-rad d 
Herbert Summers Hall, vp ty-rad d; Patrice M. 

‘hf. Campbell, asst tv-rad d. 


PRESBA-FELLERS & PRESBA, INC. 

360 N. Michigan Ave., zn 1 

J. Sperry, prodn mgr, art d. 

REACH, McCLINTON & PERSHALL 

Prudential Plaza | 
Peter H. Pershall, tv-rad prodn d. 

READ BROTHERS 

203 N. Wabash Ave., zn 1 

Philo B. Read, part, copy chf, tv-rad d. 

REINCKE, MEYER & FINN, INC. 

520 N. Michigan Ave., zn 11 

Lewis G. Green, tv-rad d. 

RETAIL ADV. 

Michigan Ave. at 20th St., zn 16 

y-rad @. William T. Seay, vp, creative d. 

ROBERTSON-POTTER CO. 

360 N. Michigan Ave., zn 1 

R. A. Potter, tvy-rad. 

ROCHE, RICKERD & CLEARY, INC. 

135 S. LaSalle St., zn 3 | 


THE HARD WAY 
(to make your point) 


in television advertising today is unquestionably 
. . « hard sell. Why not give some thought to 
an easier way? 


Perhaps your sales message (point) can better 
be told in imati A combinati of clever 
story that presents a fresh product approach 
and simple but unique* animation style is an 
easier way. It's the Pantomime way. 





PANTOMIME PICTURES, INC. 


8961 Sunset Blvd. Los Angeles 46 CR. 4-1008 





John W. Harpham, vp, creative d; Kirby Roche, vp, 





d ty-rad 
aye ee « — *Fifteen Art Director Club Awards in two years 
HA 2 W. Randolph St., zn 
ard M Robert Spencer, prodn hd; Robert Rocklin, asst; Jer- 
Bunny rold Rocklin, prod; Irving Rocklin, sup. 
arntd SHERWIN RODGERS & ASSOC, 


E. Chi Ave. an 11 e E 
8 &. tage Avan mn TELEVISION (will come of) AG 
IRVING J. ROSENBLOOM & ASSOC. 


400 N. Michigan Ave., zn 11 
James O'Toole, art d, sup creative service; Richard 


when all commercials are on an entertainment level. Which is to say, with 


Irwin, tv-rad a pleasant acceptability, with humor, good music and selling impact without 
ROTHBARDT & HAAS ADV., INC. ip ie 
232 E. Ohio St., zn 11 | violation of taste and reason. 

prod: William Collier, art d; Richard Esterquist, prodn 

prod. mgr. 


LEW SANDERS ADV. T ‘ 
6 E. Monroe St., zn 3 AD-S AFF INC. 
Lew Sanders, tv prod. ’ 


GEORGE S. SANDLER, INC. 





75 E. Wacker Drive, zn 1 specializes in this kind of commercial. Aside from its own 
George S. Sandler, p; Earl Weber, exec vp; Ronald ° . 
sige agen expert tape and sound engineers, copy and lyric depart- 
iat W. Jockenn Bivd on — ments, it has at its call the top talents in Hollywood to draw 
teako, Bernard Pruim, Dorothy Krueger, prodn mgrs. upon for arrangements, vocalizaticn, instrumentation and 
SCHRAM ADV. CO. animation 
170 W. Washington, zn 2 
Robert I peng copy chf; Hilliard Jasinski, art d. 
R. JACK SCOTT, INC. 
$14 N. Michigan Ave. sm 11 AD-STAFF CAN TAILOR PRODUCTION COSTS TO 
— erbert 5. Laufman, yp, tv-rad ¢ 
— HENRY SENNE ADV., INC. YOUR BUDGET WHEN IT DOES NOT DEMAND A 
nln yi REDUCTION IN QUALITY. IT WISHES THE CLIENT 
noogcigesah CARS & CREE, OES, TO PARTICIPATE IN THE PRIDE OF ITS PRODUCT. 
Ss Jerome B Shaffer, p; J. E. LaShay, vp; Theodore 


Muta, art d 
JOHN W. SHAW ADV., INC. 
51 E. Superior St., zn 11 


cll A 

George Filipitti, vp, creative d; Helen Lydon, mgr f ny f ‘ 
tv-rad dept es : e as z ’ 7nc 
SORENSON ADV. CO. — : é ; i ; 


t 154 Erie St., zn 11 
W. D. MacCourt, art d; Arline Beatty, prodn mgr. 
E. J. SPERRY BAKERY ADV. ""Ydeas Thal Sing’ 
733 N. Rush St., zn 11 

Jerry Saxon, ty-rad d 

' 


Misano 9122 SUNSET BLVD., HOLLYWOOD 46, CALIFORNIA 


CRestview 5-5219 BRadshaw 2-267! 


Stanley D. Levitz, vp, creative d 
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CALDWELL, LARKIN & SIDENER- BROWN, FRIEDMAN & CO., INC. 















VAN RIPER, INC. National Bank of Commerce Bldg., zn 12 Faw 
Merchants Bank Bldg., zn 4 Wm. Perry Brown Jr., p; Elizabeth A. Salisbury, tr-ra 
Charles Golling, tv-rad d. prodn d. RO! 
CARLSON & CO., INC, FITZGERALD ADV. AGCY., INC. 651 
320 N. Meridian St., zn 4 Lee Circle Bldge., zn 13 Rob 
M. P. Jenkins, vp. Walter K. Collins, creative d ty-rad; Daryl Turgeon, RA’ 
D CENTRAL ADV. CORP. writer-prod; Campbell Fairley, prod; Beryl Reitz, 120 
Board of Trade Bldg., zn 4 writer-prod Pari 
| | G. Vance Smith Jr., vp. ROBERT KOTTWITZ ADV., INC. Ter: 
| TEVIE JACOBS ADV. Audubon Blidg., zn 16 BEI 
q | 206-209 Goodman Bldg., zn 4 Margaret A. Dalton, tv-rad d; Robert Kottwitz Jr, 711 
| Avis C. Davis, prodn mgr p & ae; Wm. R. McHugh, prodn mgr & ae; Robert Nel 
T ROHR ADV., INC. Kottwitz III, ae ne 
3465 N. College Ave., zn 5 WALKER SAUSSY ADV., INC. 33: 
R W. H. Rohr Jr., p. 1501 Canal St., zn 16 Lec 
RUBEN ADV. Peter A. Mayer, tv-rad d. w 
I 966 N. Meridian St., zn 4 SWIGART & EVANS 53 
Ted Pollack, S. Zimmermaker, ty-rad ds. 327 Exchange Place, zn 16 Jul 
B STEVE SMITH ADV., INC. Jan Farnsworth, tv-rad d HA 
422 Ober Bldg., zn 4 3 
U Sue Sherman, bdest d. MARYLAND Ha 
T IOWA Baltimore be 
| Davenport APPLESTEIN-LEVINSTEIN-GOLNICK ADY. 25 
oO | R. A. MORITZ CO 342 N. Charles St., zn 1 J 

| a Soe are Leon S. Golnick, p; Cas Applestein, exee yp; Morton 
| 2729 Harrison St. . . ee ‘ mé 
R eiiaite Maken. on @. cavinsto, sec creas ; is a Blom, ty rad d uM 
Ss | SPERRY BOOM, INC. H. Ww. BUDDEMEIER CO., INC. 8: 
| 530 St. Paul Place, zn 2 Cl 
Union Areade Bldg. Richard L. Dunlap, Evans Rodgers, copy chfs; James R 
INC Jane Sperry Boom, vp, tv-rad d P. Walsh, Emanuel Herman, art ds 
. H. M. STAHL ADV. - : Ss ies D 

* CAHN, MILLER & STROUSE, INC. 

403 ist Nat'l Bank Bldg. ae ~ 6 
FILM-VIDEOTAPE SERVICE K. J. Francis, ty-rad d. 510 St. Paul Place, zn 2 T 


WARREN & LITZENBERGER ADV. aes ee Caen i 


805 Ist National Bank Bldg., Davenport EMERY ADV. CORP. 


CATALOGING 








 S. Smi . 1201 St. Paul St., an 2 y 

STORAGE Roger S. Smith, prodn mgr. sede ieuec ve sraet <. ‘ 
GABRIEL ADV. AGCY. et 

PRINTING KENTUCKY 1900 Maryland Ave., zn 18 k 
DUBBING Louisville Gabriel Goldman, p. - 
TRAFFICKING FRED R. BECKER ADV. AGCY., INC. THE JOSEPH KATZ CO. 
981 S. Third St., zn 3 501 St. Paul Place, zn 2 : 

Theodore D. Tighe, copy chf, ty-rad d. Stanley E. Blumberg, p. ' 

ee sags ape | DOE-ANDERSON ADV. KAUFMAN-MARX ADV. . 
NEW YORK, NEW YORK 308 Commonwealth Bldg., zn 2 lll N. Charles St., zn 1 I 
Judson 2-4727 Joseph V. Rigsby, art d. Horace J. Elias, sec, tv-rad d; Lloyd O. Collins Jr., I 

| JACK M. DOYLE ADV. art d, prodn mgr. , 

305 W. Broadway, zn 2 THE S. A. LEVYNE CO. I 

oa e als SS Mrs. Jean Spaulding, prodn mgr; Jack M. Doyle, o 343 St. Paul Place, zn 2 
FARSON, HUFF & NORTHLICH Walter Pearthres, vp, art d 

Republic Bldg., zm 2 MAHOOL ADV. 

J. Rodney Will, tv-rad d; Robert Brewer, ae. 914 N. Charles St., zn 1 ) 

Katherine H. Mahool, p; Robert D. Myers, vp; Robert 


MADISON ADV. 





1321 Heyburn Bldg., zn 2 Kriger, or-nnd d ; = 
Roger P. Madison, p; Blaine A. Guthrie Jr., ae ROGERS & COLLINS, INC. 
MULLICAN CO. 2317 Maryland Ave., zn 18 
310 W. Liberty St., zn 2 Ernest K. Schultz, tv-rad d, copy chf. 
TE T C. Kenneth Meeker, vp; Sarah W. Hoge, md. ROMAN ADV. AGENCY, INC. 
SIEGEL, COLGROVE & ASSOC. 810 N. Calvert St., an 2 
| 4050 Westport Rd., zn 7 George Roman, p; Joseph Dunn, bus mgr 
Howard Brown, creative d. VANSANT-DUGDALE & CO. 
COMMERCIALS EBB) staruss “inv. ine. 1S Fayette Styan 2 
333 Guthrie St., zn 2 ai D. pgm irae d nan ween; mane E Mayhem, 
| William L. Karp, prodn mer. ty prod; Donald Peacock, ty prod; Bobert V. Walsh, 
Complete 16mm sound-on-film ZIMMER-McCLASKEY ADV. vp, @ ty-rad. 
. H 1469 S. 4th St., zn 8 PAUL VENZE ASSOC., INC. 
motion pictures. Pre-produc- ar ik aha, Oe e Charles & 25th St., an 18 
tion films allow you to pre-test Charles K. Hepner, vp. 
LOUISIANA 
talent and to evaluate your ny es MASSACHUSETTS 
commercial before going into BAUERLEIN, INC. Boston 
expensive production. 1026 Hibernia Bldg., zn 12 ARNOLD & CO., INC. 
G. Cranow, ty-rad d. 334 Boylston St., zn 16 


hy 


Complete Sound Service And English And 







THE MOST ECONOMICAL 
COMMERCIAL "INSURANCE" 
YOU CAN BuUY!! 













Serving leading advertising agencies 
for over 10 years. 


CORP. 





Call or write for full details 
and the surprising low rates. 















DANNY ROUZER STUDIO 


Test Commercials 
and Kinescopes 

7022 Melrose Ave. 
Hollywood, Calif. 
WeEbster 6-2494 


Foreign Language Dubbing For The Motion 







Picture And Television Industries. 


1600 BROADWAY, NEW YORK (9, N. Y.—PLAZA 17-668! 
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Edward P. Jancewicz, tv-rad d; Anne M. Gotz, asst 
tv-rad d 
ROBERT ARONSON ASSOC., INC. 
651 Boylston St., za 16 
Robert S. Aronson, p; Robert P. Daly, ae. 
RAY BARRON, INC. 
120 Boylston St., zn 16 
Parker V. Kirk, vp; John Chervokas, cony chf; Ralph 
Terry, art d 
BENNETT & NORTHROP, INC. 
711 Boylston St., zn 16 
Nelson Bennett, p. 
THE BRESNICK CO., INC. 
334 Boylston St., zm 16 
Leonard Karsakov, vp, art d; Leo Barron, prodn mer 
JULIAN BRIGHTMAN CO. 
534 Beacon St., zn 15 
Julian Brightman, p, ae. 
HAROLD CABOT & CO., INC. 
136 Federal St., zm 10 
Harold Cabot Jr., tv-rad & copy d 
CHAMBERS, WISWELL, SHATTUCK, CLIFFORD 
& McMILLAN INC, 
250 Park Square Bldg., zn 16 
J. George Whinnem, art d; John J. Patterson, prodn 
mer 
JAMES THOMAS CHIRURGE CO, 
824 Boylston St., Chestnut Hill zn 67 
Channing Hadlock, tv-rad d; Frank Balduzzi, art d; 
Raymond Pinet, art d; Richard D. Sisson, prodn mgr 
DOREMUS & CO. 
60 Batterymarch St., zn 10 
Ted Pitman, ae, tv-rad d 
JOHN C. DOWD CO. 
208 Park Square Bldg., zn 16 
Joseph L. Tully, d ty-rad dept; T. Frank Duffy, vp. 
art d; George C. Bartter, copy chf, ae; Frank Bald 
win, prodn mgr 
HERBERT W. FRANK ADV. AGCY INC. 
314 Stuart St., zm 16 
Alberta Sugarman, copy chf; Frank Sparks, prodn 
mgr; Joseph Distasio, art d. 
HARRY M. FROST CO., INC. 
260 Tremont St., zn 16 
Harold E. Bessom, vp, prodn mgr. 
DONALD W. GARDNER ADV., INC. 
41 Mt. Vernon St., zn 8 
Donald W. Gardner, p; Arthur E. Knapp, art d; 
Eleanor M. Wilbur, tv-rad d. 
GOULSTON CO., INC. 
54 Devonshire St., zn 9 
Ernest J. Gouiston, p, treas, ae. 
HOAG & PROVANDIE, INC. 
137 Newbury St., zn 16 
Richard V. Lombardi, ty-rad d. 
DAVID HOFF ADV. 
120 Boylston St., zn 16 
David Hoff, o, prodn mgr. 
CHARLES F. HUTCHINSON, INC. 
115 Newbury St., zn 16 
Helen C. Horrigan, md, prodn mer. 
INGALLS ASSOC. 
137 Newbury St., zn 16 
Joseph J. McCluskey, prodn mgr. 
KENYON & ECKHARDT, INC. 
462 Boylston St., zn 16 
D. Bach, copy sup; I. Ford, tv-rad b. 
HENRY A. LOUDON ADV., INC. 
705 Statler Bldg., zm 16 
L. A. Layman, p. 
REACH, McCLINTON & HUMPHREY 
1235 Statler Bldg., zn 16 
Marianne Meoli, mb. 
REILLY, BROWN & TAPPLY, INC. 
216 Tremont St., zn 16 
Robert M. Goode, vp, art d; Dwight Ellis, prodn 
mgr 
SILTON BROTHERS, CALLAWAY, INC. 
131 Clarendon St., zn 16 
Earle W. Hoffman, sr vp. 
CORY SNOW, INC. 
655 Beacon St., zn 15 
Malcolm B. Choate, m & res d; Tom Grosvenor, ae. 
GABRIEL STERN, INC. 
420 Boylston St., zn 16 
Lionel Brotman, creative d. 
HERMON W. STEVENS AGCY., INC. 
38 Newbury St., zn 16 
M. L. “‘Spike’’ Tyler, p, treas. 
DANIEL F. SULLIVAN CO. 
216 Tremont St., zn 16 
Phil MacMurray, ty prod; Leo V. Cahill, ty prod; 
James Wheatley Myers, ty prod. 
SUTHERLAND-ABBOTT 
581 Boylston St., zn 16 
John A. Keary, ae; John 8. Spofford, ae; Charles E 
Brown, ae. 
TARLER & SKINNER, INC. 
216 Tremont St., zn 16 
Walter G. Skinner, treas, art d, prodn mgr, ae. 
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animation inc. 736 N. Seward St. Hollywood 38, Calif. 





THE KITCHEN THAT WANTS TO WORK ... FOR YOU! 





This is the working kitchen that has meant so much to Home Economists 
preparing food for TV commercials filmed at GRAY-O'REILLY STUDIOS. 
You'll find this kitchen an asset, too, but . . . more importantly . . . you'll 
love the GRAY-O'REILLY lighting on your product . . . lighting that makes 
strawberries look like strawberries . . . even in monochrome . . . gives 
glamour to spinach . . . and creates character in cakes! Write or call 
. . . We will be happy to show you our complete studio facilities. 


GRAY-O'REILLY STUDIOS 480 LEXINGTON AVE. R-y 
NEW YORK 17 YUKON 6-4070 a ae 
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THE 
DISTINCTIVE 
EXCELLENT 
GOLD PROUD 
WINNER 
AWARD! 










NOW LET US KNOW YOUR NAME! 


The Abram S. Jewell Society for the Appreciation of Cinematography knows how trying it is for sensitive souls to be ever entering he? 
contests, games, and competitions—and not always to be emerging as the Envied Grand Award Winner. On the other hand, the 
ASJSAC is aware that if one never enters, then one surely never wins. It is to settle this Vexing Problem once and for all that 
the Abram S. Jewell Society for the Appreciation of Cinematography (who meet every third Wednesday evening excepting Thanks- 
giving Eve 1961, 1964 etc.) have initiated its own contest in which all sensitive souls will emerge as a Proud Winner. The award 
is to be known as the Abram S. Jewell Proud Winner Award. 


p) 
Take heed, sensitive souls! Complete your award winning form below and return it to the New York offices of our commercial, 
but nevertheless high-minded sister group, Gifford-Kim Productions, whom we have retained for this purpose. Upon receipt of 








ee 


your completed form, your Abram S. Jewell Proud Winner Award (suitable for framing or other enshrinement) will be sent to 
you. Should you prefer to have a More Moving Occasion—call or write Gifford-Kim, who will arrange for a suitable presentation 
ceremony at your convenience. 


7 


TO: THE ASJSAC AWARDS COMMITTEE 2 
c/o GIFFORD-KIM PRODUCTIONS, INC. Name three categories in which you want 
165 WEST 46TH STREET your award. Check only one. 
NEW YORK 36, NEW YORK 


Pleasant Sirs: ; == 


se 





















I assure you that I am indeed a sensitive soul who hates, hates, hates to hp 
lose races. Please send my suitable-for-framing-or-other-enshrinement Proud ~~ ‘fp 
Winner Award at once. Be 

: a 
Name Shoe Size be 
Company Golf Handicap. Auxiliary boxes for ‘fe 








Add Deacies Permner_—: Enthusiastic checkers: OOO OOOO > 
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F. P. WALTHER JR. & ASSOC. 
661 Boylston St., zn 16 

Edwin C. Whittemore, asst to p. 

E. F. WHEELER & CO. 

31 Milk St., zn 9 

Claire Crawford, vp chg tv-rad. 


MICHIGAN 
Detroit 
ALLMAN CO., INC, 
844 Free Press Bidg., zn 26 
A. Valentine, prodn mgr. 
J. H. ALTMAN & CO. 
405 Fox Bldg. 
J. H. Altman, 0. 
BELTAIRE, VINCENT & HULL 
6525 Third Ave., zn 2 
Arnold Davidson, prodn mgr, art d; Paul H. Toepp, 
copy chf, tv-rad d, tal b. 
BROOKE, SMITH, FRENCH & DORRANCE 
8469 Jefferson, zn 14 
Charles V. Hicks, yp, exee copy d; George Johnston, 
vp, office mgr. 
D. P. BROTHER & CO. 
General Motors Bldg., zn 2 
K. G. Manuel, sr vp chg ty-rad; L. BR. Mange, vp 
art d; D. B. Rank, vp, copy d; B. F. Reynolds, tv 
rad d; D. E. Delozier, prodn mgr. 
LEO BURNETT CO., INC. 
Buhl Bidg., zn 26 
Walter Zippler, mgr sery & prodn. 
CAMPBELL-EWALD CO. 
General Motors Bldg., zn 2 
Donald L. Miller, sup tv-rad c¢ prodn; Merrill F 
Sproul, asst sup; Ken Jones, vp, creative d; John Cole 
man, assoc ty-rad creative d. 
DAVIS-DANIELS, INC, 
139 Cadillac Square, zn 26 
Monroe D. Molner, chmn bd, p, md, mb, ty d 
DENMAN & BAKER, INC, 
1012 Buhl Bidg., zn 26 
Raymond Krohl, prodn mgr. 
W. B. DONER 
505 Washington Blvd., zn 26 
Charles F. Rosen, exec vp, ae; Felix Hower, yp, ae; 
Julian A. Grace, treas, ae; Wilfred B. Doner, p; 
John Alexander, ae; Daye Russell, ae; Jack Elliott, 
creative d 
GARFIELD ADV. ASSOC. 
15481 Jas. Couzens 
S. C. Garfield, creative dept hd; James R. Lambert, 
asst. 
GEYER, MOREY, MADDEN & BALLARD, INC. 
14250 Plymouth Rd., zn 32 
Edward J. Corbett Jr., vp, creative d; Richard Marks, 
prodn mgr. 
GLEASON ADV. 
726 Fisher Bldg., zn 2 
Luann Hadley, prodn mgr; Peggy Van Camp, tv-rad 
GLOBE ADV. SERVICE 
400 Bellvue Ave., zn 7 
Sam Picks, tv-rad d. 
GRANT ADVERTISING 
Guardian Bldg., 29th Floor, zn 26 
R. C. Mack, vp, tv-rad. 
GRAY & KILGORE, INC. 
18845 W. McNichols Rd., zn 19 
A. E. Browning, prodn mgr. 
HERSHEY-PAXTON CO. 
3007 W. Grand Blvd, 
M. E. Hershey, tv-rad d; M. L. 
sup. 
HOLDEN, CHAPIN, LaRUE, INC. 
16180 Wyoming Ave., zn 21 
Hugh Johnston, prodn, m. 


Callaway, ty-rad 




















THE HOPKINS AGENCY 





1504 Guardian Bldg., zn 26 

James H. Hopkins, md. 

KENYON & ECKHARDT, INC. 
Penobscot Bidg., zn 26 

William Reiss, prodn. 

LUCKOFF & WAYBURN, INC. 

320 W. Lafayette Blvd., zn 26 

Kurt Scheuer, prodn mgr. 

MacMANUS, JOHN & ADAMS, INC. 
Bloomfield Hills 

Glenn J. Frost, vp, art d; 
vp, prodn mer. 

MAXON, INC, 

2761 E. Jefferson, zn 7 
George Rudnick, creative; Howard Rowe, prodn mer. 
E. A, OPPENHEIM CO. 

1200 Michigan Theatre Bidg., zn 26 
E. A. Oppenheim, mng d, ae; H. Kloss, 
THE FRED M. RANDALL CO. 

Book Tower, zn 26 

George L. Husted, prodn mgr; Harry E. Grady, tv 
rad d, ae. 

ROSSI & CO. 

607 Shelby St., zn 26 

Ken Kelly, creative d; Robert F. 
H. V. Rossi. 

ROSS ROY, INC. ? 

2751 E. Jefferson Ave., zn 7 
David B. Siegel, tv-rad d; Charles J. Snell, ae; Jack 
H. Roy, asst tv-rad d; Maurice G. Vaughn, crea 
tive d. 

SACHS ADV. STUDIOS 

10519 Puritan St., zn 38 

Sid Sachs, p, art d. 

SIMONS-MICHELSON CO. 

Lafayette Bldg., zn 26 

Arthur H. Copeland, prodn mgr; Al Sielaff, art d 
STONE & SIMONS ADV., INC. 

10821 W. MeNichols Rd., zn 21 

Thomas Dodds, prodn mgr; Robert D. Adams, sec, 
art d 

TECH AGENCY INC, 

1004 E. Jefferson Ave., zn 7 
Marie M. Winthrop, p. 

J. WALTER THOMPSON CO. 
535 Griswold St., zn 26 
William D. Laurie Jr., vp, mgr 
YOUNG & RUBICAM 

645 Griswold St., zn 26 
Randolph McKelvey, vp in chg; 
art d. 
ZIMMER-KELLER-CALVERT 
28 Adams St., zn 26 

L. W. Williams, Richard Long. Donald Graves, Stan 
ley Bahnsen, Robert Gass 


Kenneth H. MacQueen, 


prodn mgr 


Anthony, mkt d; 


Claude R. Streb 


Flint 


NATE GOLDBERG ADV. 

200 E. Second St., zn 3 

Nate Goldberg, p, copy chf. 
THURSTON-SMITH-JENKINS ADV. 
813 Citizens Bank Bldg., zn 2 

T. S. Jenkins, p; R. D. Jenkins, art d. 


Grand Rapids 


AVES, SHAW & RING, INC. 

Federal Square Bldg., zn 2 

Wesley Aves, p, gen mgr; William A. Hagerman, vp; 
John Turean, vp; James C. Gielow, ty-rad d 
CHARLES F. JOHNSON ADV. 

Waters Bide. 

Charles F. Johnson Jr., p; Lorraine B. Shaw, creative 





BULL: 





a domesticated farm animal. 
Also, a term used to describe 
|| certain commercials. 


|| It’s no bull, though, that you 
|| ought to take time to see 
|| STREECHILATION ... 
|| a new technique for effec- 
tive television selling. 








ASK 
MIKE KRAFT 
TO SHOW YOU 


A 
SAMPLE REEL. 


WILBUR STREECH PRODUCTIONS, INC. 
135 W. 82 St NYC W 2.3816 














| musifex co 


45 w. 45 st. m.y.c. 





MUSIC & SOUND EFFECTS 
Service 
© BACKGROUND MUSIC SCORING 

© SOUND EFFECTS 

@ MUSICAL SOUND EFFECTS 


© INDUSTRIAL MUSIC LIBRARIES 
FOR LEASE 


© ORIGINAL SCORES 


| 
| 
| © SOUND EFFECTS LIBRARIES 
| FOR SALE 
| 


Complete 


Musifex talent proven on over 
4000 productions 


FLY... PHONE... WIRE... WRITE NOW 


Bob Velagce 
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Since 1921... 


has 
been 

a 
leader 


Stes 


GUNS EQUIPMENT 


im 


RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 West S2nd Street, New York City, Circle 6-5470 


Send for o schedule of rental rates 
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NORMAN NAVAN, INC, 
147 Federal Square Bidg., zn 2 

Mr. Dale L. Gish, tv-rad d. 
WALLACE-BLAKESLEE, INC, 

415 Ass'n of Commerce Bldg., zn 2 

David A. Wallace, vp, copy chf, ae; Harold F. 
Driseal, prodn mgr; Clarence Brower, art d; Roger 
Erickson, ty-rad d 


Kalamazoo 

SCHOONMAKER, WILLIAMS & MOSS, INC. 
808 Kalamazoo 

Edgar H. Moss, vp, prodn mgr. 


Saginaw 

PARKER ADV. 

112 N. Michigan Ave. 

Jack Parker, p; Howard W. Finger, tv d 


MINNESOTA 
Minneapolis 
WILLIAM L. BAXTER ADV. 
24 S. Sixth St., zn 2 
E. M. Grundy, tv-rad d, ae. 
CAMPBELL-MITHUN 
1300 Northwestern Bank Bldg., zn 2 
Oliver H. Haugen, prodn dept mgr; Sally Gibson 
Joseph H. Hoffman, Kenneth R. Oelschlager, creative 
sups; Cleo W. Hovel, ty creative sup; Gerald F. 
(Scott) Park, tv art film sup; Donald H. Grawert, tv 
copy fim sup; George Zimbelman, ty art d 
FABER ADYV., INC. 
2525 Park Ave., zn 2 
F. H. Faber, p; R. D. Freeman, vp 
MIKE FADELL ADV. 
605 Fourth Ave., S., zn 15 
John J. Polian, tv d 
FIRESTONE-GOODMAN ADV. AGCY., INC. 
1801 Nicollet Ave., zn 3 
Allan Firestone; Archie L. Goodman; Richard J 
Firestone; Myles Spicer 
FISCHBEIN ADV. 
510 S. 7th St., zm 15 
James Richardson, copy chf, ty d; Beth Kibler, prodn 
mgr. 
JOHN W. FORNEY, INC. 
1800 Foshay Tower, zn 2 
Fred R. Jones, yp & creative d 
GOULD, BROWN & BICKETT INC. 
2340 Rand Tower, zn 2 


Everyone 
is talking about 
AERIAL IMAGE 


What is it?...the only way of doing matte 
work without traveling film mattes ... many 
producers use it to cut cost and time 30% 
to 50% 0n matte work... titles, animation and 
art inserts can be combined with live action 
...live action inserts within live action back- 
grounds. ..almost any matte combination 
can be made with lower costs and improved 
quality. 

We will be happy to furnish full information 
on request. Call Mr. Hal Scheib, WE 3-9301. 


CINEMA RESEARCH CORP. 


716 N. LA BREA « 





HOLLYWOOD 38, CALIFORNIA 





Brochure and price schedule will be mailed upon request 





Edward L. Brewton, tv-rad d 
ART GRUBER ASSOC. 
4401 E. Lake St., zn 6 
Art Gruber. p; Norman Vinitsky, yp 
tine, a sup 

KERKER-PETERSON, INC. 

2855 Park Ave. 

Paul E. LeMay, tv-rad d 

KNOX REEVES ADV. 

400 Second Ave. S., zn 1 


Ioren P. Herder, vp, art d; Russell E. Neff, yp, 


tv-rad d; Otis Winegar, vp, creative d 
MANSON-GOLD-MILLER, INC. 
724 Roanoke Bldg., zn 2 

Kenneth M. Schiasinger, yp, ty-rad d, ae; Lee Sten- 
beck, prodn mgr, art d 

OLMSTED & FOLEY, INC. 

1750 Hennepin Ave., zn 3 

Miss Beryl Stephens, prodn mgr. 
PIDGEON-SAVAGE-LEWIS, INC. 
1050 Builders Exchange, zn 2 
Donald Allen, creative d; John Henry, art d 
REACH McCLINTON & CO. 

760 2nd Ave. S., zn 2 

Donald K. Skoro, art d 

REVERE ADV., INC. 

76 South Sth St., zn 2 

E. C. Blanchard, vp 
WEAVER-GARDNER, INC. 

405 Oppenheim Bldg., zn 1 

Luther P. Weaver, p; Don Gardner, vp. 
WHITE, HERZOG & NEE 

523 Marquette Ave., zn 2 

Wm. J. Nee, vp 

HERBERT WILLIS & ASSOC. 
954 Midland Bank Blidg., zn 1 
Kevin Murphy, tv-rad d 


St. Paul 

DAVID, INC. 

Ist National Bank Bldg., zn 1 
Quentin J. David Jr 
tv-rad d 

ERWIN WASEY, RUTHRAUFF & RYAN, INC, 
690 Robert St., zn 1 

Steward Almleaf, mgr art dept; Robert 


prodn mgr, ae; Jeanne Dudley, 


Goebel, prodn 
mgr. 

THE HARPER CO. 

818 Pioneer Bldg., zn 1 


Wayne Gove, prodn mgr; Paul Ginther, ty-rad « 





Jimmie Valen- 
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J. H. McGUIRE ADV. 
470 S, Snelling Ave., zn 5 
John H. McGuire, p; H. E. McGuire, vp. 


MISSOURI 


Kansas City 

ALLMAYER, FOX & RESHKIN AGCY., INC. 
612 W. 47th St., zm 12 

Rod D. Frazier, tv-rad d. 

BRUCE B. BREWER & CO. 

900 Walnut St. 

Joon S. Kirwan, ty-rad d; W. M Giesecke, part. 
LAWRENCE S. COVINGTON ADV. 

1003% W. 43rd St., zn 11 

R. L. Lane, copy chf. 

GALVIN-FARRIS-ALLVINE 

2201 Grand Ave., zm 8 

Shelby Henderson, ty-rad d; Jack Hill, copy chf. 
STANLEY GRANT 

425 Ridge Bldg. 

Stanley R. Grant, gen mgr; 
JONES & HANGER, INC. 
612 W. 47th St., zm 12 
leis Daniel, prodn mgr. 
RICHARD LANE & CO. 
4534 Wornall Rd., zn 11 
Byron D. Gash, -ec, art d; Holland Harpool, copy chf. 
CARL LAWSON ADV. CO. 

1722 Broadway, zn 12 
Harwood Craig, art d; 
Elliott, copy ds. 
MERRITT OWENS ADV. AGENCY, INC. 

New Brotherhood Bldg., zn 1 

Frank Rickey, tv-rad d. 

POLLARD & HAMMER, INC. 

3203 Summit 

Harry Hamilton, art d 

POTTS-WOODBURY 

2233 Grand Ave. 

Gene W. Dennis, tv-rad d; William J. Brewer, tv-rad 


Franklin D. Kay, ae. 


Shelby Henderson, Barbara 


prodn d. 

FRANK ROBINSON & CO., INC, 

406 W. 34th S:. 

Frank F. Robinson, p; Till McPherson, d, tv-rad 
ROGERS & SMITH ADV. AGENTS 

1006 Grand Ave., zn 6 

Richard P. Slade, vp, tv-rad d 

STANDART & O"HEARN ADV. AGCY. 

307 W. 14th St., zn 5 

Berkley Brandon, prodn mgr; Robin League, tv 
prod-d 

R. 8S. TOWNSEND, INC. 

106 W. 34th St., zn 11 

R. 8S. Townsend, p 

VALENTINE-RADFORD, INC. 

1016 Central St. 

Cc. C. Bogasch, G. W. Hawley, Bill Alexander, ae 
WASSON ADV. AGCY., INC, 
Manufacturers Exchange Bldg., zn 
Jack Rippel p, tv-rad d. 


St. Louis 

FRANK BLOCK ASSOC. 
212 N. Kingshighway, zn 8 
Maurice A. Seligsohn, art d; 
Edward Doney, ae 
CLAYTON-DAVIS & ASSOC., INC, 

408 Olive St., zn 2 

Irvin Davis. g mgr; Cleo Paulos, prodn mgr. 
D’ARCY ADVERTISING CO. 

Missouri Pacific Bldg., zn 3 

H. K. Renfro, Mgr tv-rad dept. 

FRENCH ADY., INC, 

University Club Bldg., zn 3 

George Johnson, vp 

GARDNER ADVERTISING CO. 

915 Olive St., zn 1 

Ralph Pasek, prodn mgr; William McGoogan, prodn 
sup; May Kohler, prodn sup; Robert Hughes, tv-rad 
traf mgr. 

HARTOGENSIS ADV. CO. 

10406 Manchester Rd., zn 22 

Harold Hartogensis, p, copy chf; Jack G. Kuhl, art d 
HORAN-DAUGHTERTY, INC. 

8012 Bonhomme Rd., zn 5 

Barbara Block, ty-rad d; Robert O. Scott, exec vp 
HUFFMAN ADV. CO. 

Areade Bldg., zn 1 

Edna E. Suermann, art d 

CHRISTY HUMBERG ADV. AGCY. 

P. O. Box 3452 Maplewood Sta., zn 17 

Christy Humberg, o, ty-rad d. 

KELLY, ZAHRNDT & KELLY 

2343 Hampton Ave. 
Robert W. Kelly, vp & sec; 
KILROY ADY. 

3608 Grand Ave., zn 18 
Pierette Paddock, copy chf; Ollie Wrablik, art d. 
KRUPNICK & ASSOC, 

520 N. Grand Ave., zn 3 


o 


5 


Donald Epstein, ae; 


Fred J. Shannon, mkt d. 


Lee A. Cavanagh, vp, tv-rad. 
ROBERT LURIE, INC. 
1401 S. Brentwood Blvd., zn 17 
Robert Lurie, p, tv d. 


LYNCH & HART ADV. CO. 
7730 Carondelet Ave., zn 5 


Robert O. Wagner, copy chf; Stewart McCormack, 


art d. 


AL MAESCHER ADV. 

25 S. Bemiston, zn 5 

Richard Derringer, prodn mgr. 
PLESSNER & JOHNSON, INC. 
539 N. Grand Ave., zn 3 


Robert EB. Johnson, p; Collins Le Master, prodn mer. 


RIDGEWAY-HIRSCH 

8012 Carondelet, zn 5 
Eleanor Werner, ty-rad d. 
EDITH ROEDDER ADV. CO. 
818 Olive St. 

Edith A. Roedder, o. 


ROMAN ADV. CO. 


309 N. Jith St. 
Harold Poth, art d. 





RUTLEDGE & LILIENFELD, INC. 
1000 Market St., zn 1 
George T. Gale, creative d. 
Sidney Savan, p; Harry C. Gibbs, ae; Robert Ed- 
wards, ac. 

SAVAN & HAMMERMAN 

2311 Hampton Ave. 

SEELIG & CO. 

8147 Delmar Blvd., zn 30 

Leon Seclig, p. 

GLEE R. STOCKER & ASSOC. 

721 Olive St., em 1 

William H. Mullgardt, ty-rad d. 
WEINTRAUB & ASSOC. 

111 S. Bemiston, zn 8 

Hershel Frankel, art d. 

MARJORIE WILTEN ADV. 

7603 Forsyth St., zn 5 

Max A, Wilten, part, prodn mgr, ty d. 
WINIUS-BRANDON CO. 

1706 Olive St., zn 3 

Herbert P. Halpern, ty-rad d. 

M. L. WINKLER CO. ADV. 

1000 Washington Ave., zn 1 

M. L. Winkler, p, tv-rad d. 








RENTALS 









Lighting: Arcs—Incandescents 
—S pots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Cameras: 16mm & 35mm—Sound 
(Single TA Double System)—Silent 


—Hi- 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 

Grip Equipment: Parallels— 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Generators: Portable—Truck 
Mounted 





Ds 
’ Cameras 


Accessories 


More professionals deal with 
CECO more often! Why? Because 
CEco has anything and everything 
they need for Motion Picture 

and TV Production ready on a 
moment’s notice. Everything from 
an Arc to a midget spot. 

And remember, you boys who are 
“headin’ South’”’, CEco’s 

Florida office is fully prepared to 
handle your every equipment 
rental requirement. ; 


Branch: 


CAMERA EQUIPMENT CO., INC. OF FLORIDA 
1335 East 10th Avenue « Hialeah, Florida 


SALES - SERVICE - 


FRANK C 


RENTALS 


ZTUCKER 


CAMERA CQuipment ©..INc. 




















neine a eee : Department 315 West 43rd Street, New York 36, = 
—Viewers—opiicers—rewinders . New York © JUdson 6-1420 : 
Projection Equipment: l6mm& Gentlemen: ° 
35mm—Sound & Silent—Slide— : Please rush me your FREE complete catalogue of Rental 
Continuous . Equipment. : 
Television: Closed Circuit TV : Name : 
O'hare Camera Car: ; wee : 
° eet. . 

CECO—Trademark of Camera ; ™ ~ 
Equipment CO. ° City Zone—-State . 
(mm +. 5. cee een ne recncncccnen 
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For Animation 
Joe Dunford 
Jack Zander 

Eli Feldman 
Chris Ishii 

Earl Murphy 
Eleanor Connolly 
Armin Shaffer 
Bob Perry ? 
Emery Hawkins 
Tony Creazzo 

John Svocak 

Al Rezek 

John Ployardt 

Irwin LaPointe 
Charlotte Hogendyk 
Suzie Cooper 

Arlene Katz 

Alix Rou 

Muriel Trachtenberg 
Ann Steindecker 
Bernice Schoenberg 


Al Martino 





Ed Cerullo 
Ed Brown 





Pelican Films, Inc. 


Since 1954 
















i EE oa ERRNO. 


NEBRASKA 


Omaha 

ALLEN & REYNOLDS, INC. 

3104 Farnam St., zn 31 

Lyle W. De Moss, vp ty-rad; Robert Spittler, tvy-rad 
prodn mgr. 

BOZELL & JACOBS 

510 Electric Bidg., zn 2 

Clair Gross, tv-rad d. 
GOODSELL-DAWSON ADV. 

3867 Leavenworth, zn 5 

John M. Goodsell, p. 

PUBLIC RELATIONS ASSOC. 
1lll W. O. W. Bldg. 

William F. Arendt, Lee W. Dreves 
ADAM REINEMUND ADV. 

2207 N. 56th St., zn 4 

Adam Reinemund, 0. 

ZIMMERMAN ADV. AGCY. 

923 Redick Tower, zn 2 

Brandt J. Zimmerman, Robert E. Beebe. 


NEW YORK 
Albany 
DAVE FRIS ADV., INC. 
277 Lark St., zn 10 
Donald J. Moore, vp, prodmn d; R. Dayid Fris, p. 
GOLDMAN & WALTERS ADV. AGENCY 
19 Clinton Ave., zn 7 
Eileen Andrews, ty-rad d. 
WOODARD, VOSS & HEVENOR 
15 Elk St., zn 7 
Michael Danyla Jr., 
Buffalo 
ALVIN ADV. CO. 
279 Lonanecker St., zn 6 
Al Bennett, p. 
BARBER & DRULLARD, INC. 
2005 Liberty Bank Bldg., zn 2 
Helen Newman, ae, tv-rad tb. 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 
1614 Rand Bldg., zn 3 
Earl J. Asheroft, copy chf; Bob 
Robert Truckenbrod, art d. 
AD BUSCH, INC. 
425 Franklin St., zn 2 
Charles Rohrbach, art d. 
COMSTOCK & CO. 
651 Delaware Ave., zn 2 
Everett L. Thompson, d ty-rad dept; Howard ( 
Schellenberg, asst d tyv-rad dept; Bobert F. Craw 
ford, prod. 
ELLIS ADV. CO. 
Hotel Statler Hilton, zn 2 
Dick Joseph, prodn mgr; Joan Ellis, copy chf; 
Beatrice Haniford, tv 4. 
FLAGLER ADV., INC. 
170 Franklin St., zn 2 
Otello Manna, prodn mgr 
GOTTHELF & WEIL, INC. 
417 W. Huron St., zn 2 
Peter King, vp, tv d, ae; C. J. 
LIPPMAN ADV. ASSOC. 
1910 Liberty Bank Bldg., zn 2 
Albert Lippman, p; Casey Palermo, exec yp; Joh 
Hartung, prodnm m; Bonnie Roberts, ty-rad prod 
MacLAUGHLIN ADV. AGCY. 
466 Ellicott Square, zn 3 
F. R. MacLaughlin, o. 
MOSS-CHASE CO. 
425 Franklin St., zn 
David N. Getman. 
THE RUMRILL CO. 
10 Lafayette Sq., zn 3 
Charles D. Einack, tv-rad m sup; Robert P. Knechte! 
tv-rad proda sup. 


New York 

ADAMS & KEYES, INC. 

3 E. 54th St., zn 22 

James J. Freeman, g mgr 
AD-VANTAGES, INC. 

18 W. 56th St., zn 19 

A. Lewis King, p 

ADVERTISING TRADE SERVICE, INC. 
303 Fifth Ave., zn 16 


ty-rad d. 


Siemler, art 


Ginther, prodn mgr 


te 


Leon Gilbert, vp, prodn mgr, copy chf, mb, ta! b; 


Robert Roth, art d 

THE RALPH ALLUM CO., INC. 

660 Madison Ave., zn 22 

Ralph Allum, p; Gene Geary, prodn mgr 
ALTMAN-STOLLER ADV., INC. 

254 W. 54th St., zn 19 

Si Muntner, prodn mgr; Joseph Nissen, art d; Leor 
Batlin, vp, art d; Lois Harman, copy chf 
AMBER ADV., ‘INC. 

1501 Broadway, zn 36 

Mrs. Minerva Newmark, prodn mgr. 









































































ANDERSON & CAIRNS 

130 E. 59th St., zn 22 

Victor Seydel, tv prod; Miies Berman, asst to pg 
ARKWRIGHT ADV. CO. 
65 E. 55th St., zn 22 
Jack Wilcher, writer-prod; 
sup 

ARPADI-SARETT ASSOC, 
45 E. 34th St., zn 16 
Arthur Brooks, copy chf, tv d; Maxwell 8. Schwarta, 
art d 

ASHE & ENGELMORE ADYV., INC. 

244 Madison Ave., zn 16 

Edward Rostock, vp, sr art d; Jeanette Cain, copy cht; 
Gene Kuris, prodn mgr 

ATLANTIC-BERNSTEIN ASSOC, 

655 Madison Ave., zn 21 

Julius Golden, copy chf; Arthur Abravanel, Don Wik 
liams, ae’s, provin mers. 

N. W. AYER & SON 

30 Rockefeller Plaza, zn 20 

David Gudebrod, fim prod 

HENRY BACH ASSOC, 

245 Fifth Ave., zn 16 

Henry Goldsmith, ae, prodn mgr 
LYNN BAKER, INC, 

720 Fifth Ave., zn 19 

Norman Frank, yp tv-rad d; Paul 
prodn mgr. 

G. M,. BASFORD CO. 

60 E. 42nd St., zn 17 

Winsor Watson, vp, copy d; F. L 
BASS & CO., INC. 

50 Broad St., zn 4 

Sydney Bass, p, ae, copy chf pub d; 
Gallagher, vp, prodn mer 

TED BATES & CO. 

666 Fifth Ave., zn 19 

Herbert Gunter, vp chg prodn ty-rad dept; William EB 
Watts, fim-tape prodm d; Zachary Schwartz, creatine 
sup fim-tape c; Alfred Basso, Edward Carroll, Hal 
Douglas, Julius Edelman, Douglas Gabrielle, Te 
Goldman, Robert Harris, Lawrence Katz, Robert Mar 
gulies, Gilbert Williams, fim-tape ec sups. 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 
383 Madison Ave., zn 17 

Herminio Traviesas, vp, mgr ty-rad dept; Lany 
Beger, chg tv art; Art Beilaire, chg ty copy; Mary 
Babcock; Chan Buck, Rocco Dellarso, Karl Fischer, 
Laois Pernod, Mal Thompson, Jack Zoller, Milton Bem- 
stein, G. B. Buscemi, Nicholas DeMarco, ty fim prods; 
Bernie Haber, hd ty fim prod; Mary Rudden, asst 
film prod; Nan Marquand, tal b; Everett Hart, asst 
live & vt prod; Dorothy Winter, chg daytime w 
prodn; John Dean, Bernie Gilmore, Roger Hinkley 
Bili Jackson, Henry Monasch, Nancy Siff, Ray Teague. 
Joe DiBuono, Monroe “‘Larry’’ Lawrence, Al Cantwell, 
live & vt prods. 

Vv. S. BECKER ADV. SERVICE 

551 Fifth Ave., zn 17 

Viola S. Becker, 0, tv-rad d; time & tal b 
VICTOR A. BENNETT CO., INC. 

6 E. 45th St., zn 17 

Edward D. Kahn, vp, gm 


Thomas 


Mannos, rode 


Fuerstenburg, 


LeBenz, prodn mgr, 


David J. 


DESIGNED TO 

MEET THE NEEDS 

OF MOTION PICTURES 
aS . . » TELEVISION 
AND VIDEO 


45 W 45 St. 
NEW YORK 36 


Cl 6-2145-6 


TAPING 


MOTION PICTURE 
FILM SERVICES 
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COMPLETE ART AND 
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E i Irv Levine 
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480 Lexington Ave., New York 
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For quality production more and more of the 


quality accounts are entrusted to MPO’s care 


BELOW IS A LIST OF ADVERTISING AGENCIES WHO HAVE 
SELECTED MPO FOR THE PRODUCTION OF THEIR CLIENTS' COMMERCIALS 


N. W. Ayer Doherty, Clifford, Steers & McCann-Erickson, Inc. 
Ted Bates & Co., Inc. Shenfield, Inc. McKim Advertising, Ltd. 
Batten, Barton, Durstine & Doyle, Dane, Bernbach, Inc. Mogul, Lewin, Williams & 
Osborn, Inc. William Esty & Co. Saylor, Inc. 
Baker Advertising Foote, Cone & Belding, Inc. Needham, Louis & Brorby, Inc. 
Benton & Bowles, Inc. Fuller & Smith & Ross, Inc. Norman, Craig & Kummel, Inc. 
D. P. Brother Advertising Guild, Bascom & Bonfiglia, Inc. Ogilvy, Benson & Mather, Inc. 
Leo Burnett & Co., Inc. Grey Advertising Agency, Inc. E. W. Reynolds & Co., Ltd. 
Campbell-Mithun, Inc. Kenyon & Eckhardt, Inc. Reach, McClinton & Co., Inc. 
Cockfield-Brown & Co., Lid. Ketchum MacLeod & Grove, Sullivan, Stauffer, Colwell & 
Compton Advertising, Inc. Inc. Bayles, Inc. 
Cunningham & Walsh, Inc. Lang, Fisher & Stashower Tatham-Laird, Inc. 
Daniel & Charles, Inc. Lennen & Newell, Inc. J. Walter Thompson Co. 
Dancer-Fitzgerald-Sample C. J. LaRoche & Co., Inc. Warwick & Legler, Inc. 
D'Arcy Advertising Company, Richard K. Manoff, Inc. The Wesley Associates 
Inc. Maxon, Inc. Young & Rubicam, Inc. 


For detailed information regarding MPO’s Creative staff and studio facilities write or call 
Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 


NEW YORK CITY 






















15 East 53rd Street 
MUrray Hill 8-7830 


4024 Radford Avenue 
N. Hollywood—POplar 9-0326 
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BENTON & BOWLES, INC. 

666 Fifth Ave., zm 19 

Gordon Weber, vp, d bdest ec prodn; 
mgr ty c prodn. 

BEN B. BLISS & CO. 


Ray Lind, vp. 
















Myron Crespin, prodn mgr; Zucker, 
Arnold Starr, ty consultant. 

BRACO ADV. 

1440 Broadway, zm 18 

Arthur V. Briskin, p, tv sup; Richard H. Briskin, vp, 
tv-rad d. 


Gary copy chf; 


BROWN & BUTCHER 

630 Fifth Ave., zn 20 

Robert P. Crane Jr., vp, creative d; Leslie N. Daniels, 
vp, copy; Robert F. Kirby, prodn mgr; 
art d. 


Irving Weber, 


The Penthouse, Times Tower, Times Sq., zn 36 














































PREVIEW'S 
PRODUCERS 
SERVICES ... 


yy THREE DELUXE THEATRES— 
seating to 70, offering an extensive 
variety of projection facilities in- 
cluding 16mm, 35mm—magnetic or 
optical — all interlock combina- 
tions. Cinemascope, stereophonic or 
optical. 


yy EDITING SERVICES— 

fully equipped modernized air 
conditioned cutting some 
with private offices. 


yy RENTAL— 
off premises 
equipment. 


yy FILM STORAGE VAULTS 


rooms, 


rental of editing 





Conveniently located in midtown 
Manhattan. All facilities available 
24 hours a day. 


William B. Gullette, Pres. 
















PREVIEW THEATRES, Inc 


1600 BROADWAY, N. Y. C. 
CIRCLE 6-0865 









THE Safe FILM PRESERVER 





FVIVLYM 


The time for rejuvenating and repairing 
your TV film is almost here. This year 
use Permafilm Processing and Double 
The Life Of Your Prints. 

Not just a coating .. . but an UNCON- 
DITIONALLY GUARANTEED one (1) 
time treatment! 

Complete Film Repair Service: 

Permafilm—Rejuvenation—Scratch Removal. 


25 Permafilm franchised laboratories in 
16 countries, Write for name and ad- 
dress of your nearest lab. 

1320 North Cahuenga Bivd. 723 Seventh Ave. 
Holiywood 28, Calif. New York 1°, N. Y. 
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M. B. BRUCKER CO. 

369 Lexington Ave., zn 17 

Martin B. Brucker, p, ae, copy chf; Ray Folde, md, 
ty tal b; Joseph Heise, ae, prodn mgr; Martin Lynn, 
art d; Norman Alperin, ty-rad d. 

LEO BURNETT CO., INC, 

477 Madison Ave., zn 22 

Hooper White, mgr, c prodn; Robert LaChance, c prod; 
Walter Sachs, c prod. 

CAMPBELL-EWALD CO. 

488 Madison Ave., zn 22 


Alfred J. Miranda JII, hd ty dept, ty prod; Andy 
Doyle, ty prod. 

THE CAPLES CO. 

10 E, 40th St., zn 17 

Joseph A. Tery, vp, tv-rad; Ruth D. Folster, tb, sp b. 
CHARLES J. CHARNEY & CO., INC. 

101 W. SSth St., zn 19 

Emily Leeds, md. 

JAMES THOMAS CHIRURGE CO., INC, 

60 E. 56th St., zn 22 

Channing M. Hadlock, tv-rad d. 

COHEN, DOWD & ALESHIRE 

41 E. 42nd St., zn 17 

Edward Aleshire, p; Robert Wahl, prod-writer; Rich 


ard B. Miller, vp copy; Elizabeth 
Ethel Lewis, librarian. 

COLE, FISCHER & ROGOW 
445 Park Ave., zn 22 

Arthur A. Fischer, chmn, md; Jabez Williams, art d. 
WENDELL P. COLTON CO. 

750 Third Ave., zn 17 

Graham B. Wilson, copy chf; George C. Stengle, 
mgr. 

COMPTON ADYV., INC. 

625 Madison Ave., zn 22 

Frank Brandt, prod, hd dept; Frederic Cammann, 
Weston Emmart, Jay Kaciu, Helen Nelson, Edward 
Rizzo, Martin Slattery, Dickson Ward, William Wilson, 
prods; Paul S. Burggraf, fim prod. 

CO-ORDINATED MARKETING AGCY., INC, 


575 Lexington Ave., zn 22 


Black, m-time d; 


prodn 


Arthur A. Pelty, vp; Walter Reed, prom d; Irving 
Herz, exec vp; Lester L. Wolff, p; Hilda Morse, 
copywriter. 


CROMWELL ADV. AGCY., INC. 

300 W. 43rd St., zn 36 

J. J. Pollack, p, treas, tb, tal b; Lester Fried, prodn 
mgr, art d. 

CUNNINGHAM & WALSH, iNC. 

260 Madison Ave., zn 16 

Larry Baker, Robert. Burtis, fim prods; William La- 
cava, Sanford Levy, fim prods, pgmmg ds; Edward F. 
Moore, bus mgr tv-rad dept; Richard B. Burton, art & 
tv prodn; Frederic Carney, ty prod; Jerry Gedney 
John Milligan, Vernon Steffen, Dayid Lyons, ty art ds, 
prods; A. C. Chevins, chg ty creative dept. 

CURTIS ADV. CO. 

One Park Ave., zn 16 

L. R. Curtis, p, copy chf; Bill Gruen, prodn mer, ae; 
L. Curtis, ty-rad d. 
DANCER-FITZGERALD-SAMPLE, INC. 

347 Madison Ave., zn 17 

Joe Shaw, exec prod; Peter K. Smith, Robert Johnson, 


Ernest Pittaro, Edmund Anderson, Lee Davis, fim 
prods; Dave Davidow, live tv prodn sup; Ray Rossi, 
Bert Saperstein, live ty prods; Harry Hess, exec 


assoc ¢ prod. 

DANIEL & CHARLES, INC. 

185 Madison Ave., zn 16 

Lincoln Diamant, tv prod, Miss Debbie Rose, ty coor 
dinator. 

D’ARCY ADVERTISING CO. 

430 Park Ave., zn 22 

Allen De Coveny, Newt Stammer, ty fim prods; Joseph 
Felipe, Jack Warren, tv prods; R. Stewart 
tv-rad prod. 

HENRY L. DAVIS CO. 

12 E. 41st St., zn 17 

Henry I. Davis, 0, copy chf, ty-rad d; 
prodn mgr, art d, ae 
EMIL J. DE DONATO, I 
299 Madison Ave., zn 17 

Jack D. Luchsinger, tv-rad d 
DELPHI ADV., INC. 

1620 61st St., Brooklyn zn 4 
Walter Gusew, art d 

DE PERRI ADV., INC. 

141 E. 44th St., zn 19 

Walter Swift, copy chf. 
DILLON-COUSINS & ASSOC., I 
500 Fifth Ave., zn 36 

Enrique Loynaz, creative 4d. 
DOHERTY, CLIFFORD, STEERS & SHENF!&¢LD 
530 Fifth Ave., zn 36 

Robert T. Nathe, YP, tv-rad d; Les Collins, 
Benham, Russell Ford, tv fim prods. 
DONAHUE & COE 

1270 Ave. of Americas, zn 20 


Garner, 


Fred Lupoli, 








John De 






Carl Rigrod, vp, tv-rad, motion pictures; Klaus I 
mann, assoc prod; Joseph Lamneck, prod. 


W. B. DONER & CO. 

400 Madison Ave., zn 17 

Ralph Nelsen, prodn mer. 

DOREMUS & CO. 

120 Broadway, zn 17 

Vincent H. Coryell Jr., ty prodn d; Betty Sue Flyng, 
prodn asst. 

DOYLE DANE BERNBACH, INC, 

20 W. 43rd St., zn 36 
Don Trevor, ty-rad prodn d; 
Capsis, Bruce MecGuineas, 
casting d. 

MONROE F. DREHER, INC, 
30 Rocketeller Plaza, zn 20 
Frederick Otto, prodn mgr; 
prodn d. 


DUNAY, HIRSCH & LEWIS 

270 Madison Ave., zn 16 

David Elliott, vp, creative copy, ae; 
prodn mgr. 

EHRLICH, NEUWIRTH & SOBO, INC. 
210 Madison Ave., zn 16 
Roslyn Seides, ehf; Robert 
ELLINGTON & CO. 

535 Fifth Ave., zn 17 
Warren Brooks, 


Ernest 
prods ; 


Hartman, Jog 
Joan Walker, - prod 


John Thayer, ty-rad 


Bernard Fabiag, 


copy Weisser, prodn mgr, 


prodn mer. 

CORTEZ F. ENLOE, INC. 

551 Fifth Ave., zn 17 

Peter Vogel, prodn mgr. 

ERWIN WASEY, RUTHRAUFF & RYAN 
711 Third Ave., zn 17 

Rollo Hunter, vp, tv-rad d; Bill 
Schwartz, prods. 


WILLIAM ESTY CO. 

100 E. 42nd St., zn 17 

Joseph S. Forest, vp tv-rad ¢ dept; Donald S. Devor, 
vp, tv prod; Charles Kinney, casting d; Walter King, 
James Suydam, Dudley Whittelsey, Robert Baden- 
hausen, Paul Martin, Joseph Cinelli, Charles Jilnicki, 
John Sireus, James McAward, ty ec prod; Arline Lunny, 
rad prod; Robert Finn, bus mgr. 

ETTINGER ADV. AGCY. 

320 Fifth Ave., zn 1 

Lola Kovener, copy chf; Martin Diamond, prodn mgr. 
FAIRFAX INC, 

270 Madison Ave., zn 16 

Stanley I. Fishel, treas, ae; James W. Fishel, sec, ae: 
Edmund Sherman Janice Hamilton, md. 
FOOTE, CONE & BELDING, INC, 


257 Park Ave., zn 17 


Thunhurst, Jack 


asst ae; 


Hoyt Allen, Gordon Kolunbach, Thomas McDonnell, 
Robert Steen, Henry Hull Jr., Ted Storb, Richard 
Wotring, ¢ prodn sups; Roger Pryor, yp, nat bdest 


prod; Raymond A. Betuel, tv art d. 


ALBERT FRANK-GUENTHER LAW, INC, 

131 Cedar St., zn 6 

William F. J. Dietz, vp, prodn mgr; Bobert W. Day, 
vp, tv-rad d; Stanley F. Merritt, yp, copy d. 

THE FREDERICK-CLINTON CO. 

545 Fifth Ave., zn 17 
Harold S. Rieff, p, treas, 
Condal, prodn mgr. 
FRIEND-REISS ADV. 
221 W. S7th St., zn 19 
Bill Reese, tvy-rad d. 

L. W. FROHLICH & CO., INC. 
34 E. Slist St., zn 22 
Neil Brant, 4 tv, fim, 
d ty, fim, 
land, tv 


tv-rad d, tb, tal b; Richard 


rad dept; Larry Bearson, asst 
rad dept; Andrew Halmay, Earl James Row- 
writer-prods; Nathan Zamoff, ae; Frank 
Cashman, asst ae. 

FULLER & SMITH & ROSS 

666 Fifth Ave., zn 19 

Catherine Ames, Alex Courtney, Harlan L. Davis, John 
D. Held, ty-rad prods; George R. Martin Jr., bus 
mgr, ty-rad; Byron H. McKinney, yp, prodn mgr, 
tv-rad; Hal C. Thompson, Philip L. Worcester, prodm 
sup, tv-rad; Peter S. Cardozo, yp, creative d, ty-rad 
GARDNER ADVERTISING CO. 

370 Lexington Ave., zn 17 
John O. Roche, vp, assoc 
Bindrim, prodn mgr. 

FRED GARDNER CO. 

50 E. 42nd St., zn 17 
Harry C. Lotufo, vp 
RALPH D. GARDNER ADV. 

745 Fifth Ave., zn 22 

Ralph D. Gardner, p, ae; Constance Williamson, m@> 
Allan Schwartzberg, tb. 

ROY GARN CO. 

35 W. 43rd St., zn 36 

Gene Kalvar, prod; Bernard. George; chg 
GAYNOR & DUCAS, INC, 

400 Madison Ave., zm 17 

Arthur Larsen. 


creative d; Arthur A 


animation. 
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GEYER, MOREY, MADDEN & BALLARD 
595 Madison Ave., zm 22 

LeRoy A. Emmerich, tv-rad prodn mgr; Joseph Danis, 
ty-rad prod; Donald Mecguinn, ty-rad bus mar. 
GIBRALTAR ADV. 

17 East 45th St., zm 17 

Ronald Dawson, tv-rad 4. 
GOTHAM-VLADIMIR ADV., INC, 

342 Madison Ave., zn 17 

William V. Ricglane, vp, art & prodn sup. 
GRANT ADVERTISING, INC. 

711 Third Ave., zn 17 

Jack Sharp, prod; Mrs. Lee Platt, asst prod. 
MONROE GREENTHAL CO. 


595 Madison Ave., zn 22 


Norman Trell, md; Harvey Schulman, ty. 

GREY ADV. 

445 Park Ave. 

Gene Bassin, Alfred Hollender, Mrs. Catherine Pitts, 
Jim Somers, fim prods; Paul Minor, Tom Whitesell, 
ty prods; Jack Davis, exee prod; Sidney Hertzel, tv 


rad bus mgr; Frank Knight, ty art d; Claudia Walden, 
ty casting d, tal b. 
LAWRENCE C. GUMBINNER ADV. 


655 Madison Ave., zn 21 


Paul G. Gumbinner, vp, tvy-rad; Michael Sassanoff, tv 
creative d; Morton Kasman, prodn sup; Bud Green- 
span, prod; Hugh Cohn, bus administrator. 


GUTH, FRANCIS & RICHARDS 

532 W. 58th St., zn 19 

Edwin J, Schwartz, vp. 

LESTER HARRISON, INC. 

210 E. 50th St., zm 22 

Lillian Harrison, prodn mgr. 

HEINEMAN, KLEINFELD, SHAW & JOSEPH, 
INC, 

1270 Avenue of Americas, zn 20 

Joseph W. Shaw, vp, art d; A. Van Strander, prodn 
mgr. 

MILTON HERDER ADV., INC. 

55 W. 42nd St., zn 36 

Addie Olkes, prodn mgr. 

J. M. HICKERSON, INC. 

551 Fifth Ave., zn 17 

William A. Miller, md. 

HICKS & GREIST, INC. 

555 Fifth Ave., zm 17 

Theodore J. Grunewald, vp, tv-rad; Milton Stanson, 
live & film prod; Richard R. Rendeley, fim prod. 
HOCKADAY ASSOC., INC, 

201 E. S7th St., zm 22 

Alvin Chereskin, exec vp, art d; Michael de Leo, vp, 
art d; Glenn McCaskey, prodn mgr. 

MELVIN A. HOFFMAN, INC, 

23 W. Jehn St., Hicksville, L. I. 

Melvin A. Hoffman, p; Morton Glick, ty d 

E. T. HOWARD CO., INC, 

40 E. 49th St., zm 17 

Robert Tenny, vp, copy chf; George Consentino, prodn 
mgr; Chris Kaestner, art d. 

CHARLES W. HOYT CO. 

380 Madison Ave., zn 17 

Thomas A. Lee Jr., tv-rad d; Clifford L. Simpson, 
creative d tvy-rad; Valerie Clarke, traffic mgr, tv-rad 
JOSEPH JACOBS ORGANIZATION, INC. 

342 Madison Ave., zn 17 

Joseph H. Winters, copy chf; Leonard Katz, prodn 
mgr 

M. J. JACOBS, INC. 

303 W. 42nd St., zn 36 

Seymour Davis, prodn mgr, art d. 
ROBERT LOUIS JOHNS ADV. 
225 W. 34th St., zn 1 

Leonard Coplen, d ty, rad, fim prodn 
MYRON JONAS CO. 

154 Nassau St., zn 38 

Myron Jonas, ae 


os 
music! 
to score your films by 


COMPOSED AND RECORDED 
WITH YOUR NEEDS IN MIND 


WRITE TO 


BOOSEY & HAWKES, INC. 
30 WEST 571m STREET 
5W YORK 19, N. Y. 

FOR CATALOG AND INFORMATION 








EVERYTHING for 


MAKING and SHOWING MOTION PICTURES 


“The Dept. Store of the Motion Picture Industry Since 1926" 


Here, under one roof, an entire building devoted to all your equipment 
needs for photographing, processing, recording, editing, lighting, ani- 
mating, testing and projecting films . . . and at worthwhile savings in price! 


EVERYTHING FROM A-TO-Z 


Effects Stands 
Books, Technical 


Cameras, 16mm, 
Professional 


Blimps 


Film Cleaners, 
matic 


Animation and Special 


Booms and Microphones 
325mm 
Dollies, Cranes and 
Film Cabinets and 
Editing Tables <- 

Auto- 


Film Editing Equipment 
‘iim Numbering 
Striping Machines 


and 


Slitters 


tor, Recorder 
Moviola Editors 
Viewers 


Magnetic 
Sound Cameras, 
and 35mm 


@ Film Lab Equipment 
e Film Printers 


Film Processors, Color, 
& W 


Lighting Equipment 
Motors, Camera, Projec- 


Projectors, Background 
Recorders, Film, Tape, 


Studio Lights and Spots 
Synchronizers, Splicers 
Titiers and Hot Press 
Machines 

Tripods and Gearheads, 
Camera 

Viewers, Sound Readers 
Zoom and Telephoto 
Lenses 

Also, everything for the 
theatre including 
CinemaScope Lenses, 
Wide Screens, Projec- 
tors, Chairs, Stage Set- 
tings, Etc. 


Are You Acquainted with the Benefits of the $.0,S, Industrial Leasing Plan? 


The S.O.S. Leasing Plan, specially designed for the motion picture industry, 
makes it possible for you to obtain the latest film production and exhibiting 
equipment on very liberal terms. You have the same choice of equipment 
as if you were buying it. Write for FREE Booklet, ‘How Leasing Can Increase 


Your Profits.” 


S. 0. S. CINEMA SUPPLY CORP. 


Dept. N, 602 West 52nd St., New York 19, W. Y. — Plaza: 7-0440 — Cable: SOSound, NW. Y. 


Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-2124 








CAREFULLY 


FACILITIES EXPANSION AT 


EASTERN EFFECTS ... 


EASTERN EFFECTS on December 28, 1959 announced that they put into operation a 
revolutionary new optical bench. This bench, the most advanced in the country, was 
completely engineered and built by EASTERN in their own machine shop. Because of 
the superiority of the effects produced on this machine and the demand of producers 
and agencies for these effects, EASTERN promises to have two more such machines 
built, installed and operative by May 1960. 


_ Producer °s Benefits... 


TIME: Opticals will be completed for you in record time! 


QU ALITY: Your effects will be smoother, clearer, crisper and of better overall 
- 


quality! 


CREATIVITY: 


ADDED BONUS: 


MAURICE SAM 


( Gastem Effects, Inc. 


333 WEST 52nd STREET 


Your storyboards will be more flexible . . 


. You can now in- 


corporate many effects that were once considered impractical 


and too costly! 


EASTERN EFFECTS’ know-how and expert consultation 


along with the world’s finest equipment guarantees the 


ultimate in opticals. 


MAX LEVY 


NEW YORK 19, N. Y. 


. . is a complete producers 
aid service designed to 


solve your optical 


problems with highest 
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KAMENY ASSOC,, INC. 

2. W. 45th St., zn 36 

Seymour Kameny, chmn, creative d; Fred Newman, 
copy chf, ae; Alan Peers, vp, art d; William Egan, 
prodn mgr. 

ROBERT B. KANE ADV., INC. 

271 Madison Ave. 

John S. Davidson, mgr 

KASTOR, HILTON, CHESLEY, CLIFFORD & 
ATHERTON 

575 Lexington Ave., zn 22 

John P. Atherton, tv-rad prodn, tal b; Jules Bundgus, 
vp chg tv-rad; Richard King, tv prod. 

JOSEPH KATZ CO. 

555 Fifth Ave., zn 17 

James Shelby, tv-rad d; Alice Polver Biviano, assoc 
tv-rad ad. 

KENYON & ECKHARDT, INC. 

247 Park Ave., zn 17 

Francis H. Amy, prod; Andrew L. Duca, assoc prod; 
William D. Gargan, prodn sup; Max Glandbard, George 
Lawrence Jr., Arnold O. Leads, prods; Paul Moran, 
assoe prod; John W. Murphy, vp ¢ prodn dept; Larry 
Parker, Leon Rothberg, Marshall Rothen, prodn sups; 
Larry Semon, prod. 


NATIONAL 
S CREEN 
SERVICE 


T 
Vv 


1600 BROADWAY 
NEW YORK, 19 N.Y. 


KETCHUM, MacLEOD & GROVE, INC. 

155 E. 44th St., zn 17 

Donald Fox, tv-rad prodn sup; Norton T. Gretzler, 
tv-rad bus dept; E. J. Donaldson, yp, ty-rad d 

Cc. K. KONDLA ADV. 

20 W. 43rd St., zn 36 

Cc. K. Kondla, o. 

KUDNER AGCY, INC, 

575 Madison Ave., zn 22 

Edgar C. Kahn, d, tv-rad prodn; Richard W. Clem- 
mer, asst d ty-rad prodn; Paul Belanger, ty prod; 
Marie Lindberg, asst prod. 

KUSHINS-ANDERSON & TAKARO, INC, 

15 E. 48th St., zn 17 

Gedeon Takaro, vp, exec art d; Spartaco Liberi, art d; 
Dan Fox, prodn mgr. 

RICHARD LA FOND ADYV., INC. 

655 Madison Ave., an 21 

B. Moir, prodn mgr; C. Bauer, art d 

LAMBERT & FEASLEY, INC. 

430 Park Ave., zn 22 

Stephen R. Otis, asst tv-rad d; George P. Turner Jr., 
asst tv-rad d. 

A. B. LANDAU, INC, 

239 Fourth Ave., zn 3 

Joel Gabbe, copy chf. 

ERBERTO LANDI ADY. CO. 

853 Seventh Ave., zn 19 

Erberto Landi, 0. 

PHILIP J. LANE ADV. 

667 Madison Ave., zn 21 

Philip J. Lane, o. 

Cc. J. LAROCHE & CO. 

575 Lexington Ave., zn 22 

Jay Bottomly, mgr, tv prodn; Peter Tomlinson, tv 
art d; Frank Dennis, sup ty ¢ copy; Tom Lewis, vp 
chg tv-rad; Norman Heywood, tv copy, prodn. 
LEBER & KATZ, INC. 

625 Madison Ave., zn 22 

Murray A. Valenstein, d tv-rad prodn. 

MACK LEBLANG CO., INC. 

720 Fifth Ave., zn 19 

Mack Leblang, p. 

AL PAUL LEFTON CO. 

71 Vanderbilt Ave., zn 17 

Ray Sidor, tv prod. 

LENNEN & NEWELL, INC. 

380 Madison Ave., zn 17 

Tony Pan, hd tv-rad ec prodn; Bruce Allen, Phil 
Mathias, Jack Strang, Jim Walsh, Bud Ehrlich, John 
Edgerton, Gene Robbins, Lou Florence, Sean Morrison, 
prods; Ray Fragasso, Walt Cooper, Drew Andreotta, 
Barry Elliott, asst prods. 

S. R. LEON CO. 

119 W. S7th St., zn 19 

M. Brookmeyer, exec vp; S. B. Leon, ty prod 
LOEWY, STEMPEL, ZABIN, INC. 

95 Madison Ave., zn 16 

Irving Stempel, chnm bd, prodn mgr, art d, ae 
STANLEY A. LOMAS CO. 

9 Rockefeller Plaza, zn 20 

Katherine Ellis 

LUBELL ADV. ASSOC. 

342 Madison Ave., zn 17 

George Gottridge, vp, copy chf; Thomas Morelli, prodn 
mgr. 

LUCERNA CO. 

17 E. 45th St., zn 17 

Emanuel Goldman, p, tv-rad d; M. Lewis Lacher, 
prodn mer. 

MacMANUS, JOHN & ADAMS 

444 Madison Ave., zn 22 

Frank P. Bibas, exec prod ty-rad dept. 








SOUND READER 
Model SB-IIl 


U.S. Pat #2,819,646 
Complete with optical sound repro- 
duction head (choice of magnetic 
sound) base plate, amplifier-speaker. 
For single or double system sound. 
Easy to handle, no twisting film. An 
unbeatable combination with the Zeiss 
Moviscop 16mm precision viewer, 
sharp brilliant 24%, x 3% picture. 


" Dual Reader, less viewer $195.00 
Teiss Moviscop viewer 99.50 


Write for Catalog of Film Editing & Handling Equipment 


THE CAMERA MART INC. 


1845 Broadway (at 60th St.), New York 23, N. Y. a 


Plaza 7-6977 


RICHARD K. MANOFF, INC. 

575 Lexington Ave., zn 22 

James N. Harvey, vp, creative d; John R. McCana, 
prodn mer. 

MARK, SIMEON & RENARD, INC. 

347 Fifth Ave., zn 16 

R. Feinstein, prodn mgr. 

ROBERT M. MARKS CO. 

32 E. 57th St., zn 22 

Donald Berard, art d. 

MARSCHALK & PRATT CO. 

460 Park Ave., zn 22 

Edward Provost, prodn mgr. 

MARSTELLER, RICKARD, GEBHARDT & REED 
800 Second Ave., zn 17 

D. M. Howell, prodn mgr; Eugene F. Cole, art a 
J. M. MATHES, INC. 

260 Madison Ave., zn 16 

Roy Passman, tv rad d; Frank Huber, ty ¢ writer, 
prod; Al Morrison, assoc d ty prodn. 

MAURY, LEE & MARSHALL 

250 Fifth Ave., zn 1 

Maury Bergman, o, ty-rad tb, tal b, ae; Douglas F. 
Rodgers, ty d. 

MAXON, INC, 

12 E. 53rd St., zn 22 

Allen Hodshire, vp; Victor Kenyon, yp; William W. 
Lewis; John R. McKinney; Joel Nixon 
McCANN-ERICKSON, INC. 

485 Lexington Ave., zn 17 

Robert Dall’Acqua, d ty-rad ¢ prodn; James Manilla 
ae, tv-rad prod; Robert Milford, fim prod; Harold 
Mathews; Charles Powers; Robert Steel; George Weber; 
John Westing, fim prod; William Workman 
MOGUL, WILLIAMS & SAYLOR, INC, 

625 Madison Ave., zn 22 

Leslie Dunier, vp, tv-rad d; Jeanne Harrison, edu & 
prod; Sandy Semel, ty d, prod. 

MOHR & EICOFF, INC. 

400 Madison Ave., zn 17 


MORSE INTERNATIONAL 

122 E. 42nd St., zn 17 

J. Seaborne, d tv-rad prodn; C. Buffington, asst d w- 
rad prodn 

NATIONAL EXPORT ADV. SERVICE 

405 Lexington Ave., zn 17 

Richard Williams, prodn mgr 

NEEDHAM, LOUIS & BRORBY 

730 Fifth Ave., zn 19 

M. E. Kinnan, tv-rad prod. 

NEMAROW ADV. 

299 Madison Ave., zn 17 

Forest Cooper, art d. 

ALBERT SIDNEY NOBLE 

52 Vanderbilt Ave., zn 17 

A. 8S. Noble, p, creative d; A. A. Swenson, tv-rad 
prodn. 

NORMAN, CRAIG & KUMMEL 

488 Madison Ave., zn 22 

Walter A. Tibbals, vp; James O. Rankin, ty coor- 
dinator, prodn sup; Edwin Rooney, prod; Joel Weis- 
man, prod; Leonard V. Koch 

NORTH ADV., INC. 

16 E. 40th St., zn 16 

Frank Higgins, d tv prodn; Jules A. Blateis, prod 
mer; Mary Myers, ty prod 

OGILVY, BENSON & MATHER 

589 Fifth Ave., zn 17 

Newt Mitzman, mgr c prodn, hd prod; Henry Bate, 
prod; Chet Maxwell, prod. 
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OVESEY & STRAUS, INC, 

Empire State Bidg., zm 1 

Mrs. M. O’Dea, md; D. Straus, vp. 

PARKSON ADV. 

400 Park Ave., zn 22 

Don Blauhut, vp, tv-rad d; Helen Lawin, tw opertns 
mgr 

W. MONTAGUE PEARSALL 

30 Vesey St., zm 7 

W. Montague Pearsall, o. 

PICARD ADV., INC. 

655 Madison Ave., zn 21 

Charles Bauer, art d. 

PLATT & O"DONNELL ADV. 

7 E. 44th St., zn 17 

Thomas Cosgrove, vp; Kenneth Groesbeck, « mgr 
JOSEPH PORRO ADV. 

580 Fifth Ave., zn 36 

Charles E. G. Gardner, vp, tv-rad d; Lee Borer, 
prodn mgr. 

JULES POWER PRODUCTIONS 

9 E. 75th St., zn 23 

Jules Power, p; Daniel Wilson, prod 

PRODUCT SERVICES, INC. 

17 E. 45th St., zm 17 

Richard De Maoi, c fim mgr. 

PULSE ADV., INC. 

147 E. 50th St., zn 22 

Howard Pascoe, chmn bd, exec vp, copy chf, ae; 
Ronnie Pere, prodn mgr, art d 

QBA ADV. BUREAU 

120 W. 42nd St., zn 36 

Eugene Nicolait Jr., tv-rad d. 

KENNETH RADER CO., INC. 

18 W. S6th St., zn 19 

Kenneth Rader, p; Madeline Allison, tv-rad tb; : 
King, d tv dept 

REACH, McCLINTON & CO. 

505 Park Ave., zn 22 


Werner Michel, vp; James K. Graham, James Young, 


Ransom P. Dunnell, Merl Bloom, prods. 

JOSEPH REISS ASSOC, 

210 Fifth Ave., zn 10 

Lillian Firestone, copy chf; Cecile B. Reiss, part 
FLETCHER RICHARDS, CALKINS & HOLDEN 
10 Rockefeller Plaza, zn 20 

S. J. Frolick, sr vp, d ty-rad; William Vance, tv- 


rad copy, prodn chf; Wyn Walshe, Bob Nugent, Steve 


Roppolo, tv-rad writer-prod. 

THE ROCKMORE CO. 

575 Lexington Ave., zn 22 

Harry Pesin, copy chf; Sydney J. Cohn, prodn mgr; 
Charles L. Lewin, vp chg tv rad, ae. 

ROSE-MARTIN ACCY. 

21 W. 46th St., zm 36 

Alex B. Kenne, vp, art d; Ethel Whelan, prodn mgr. 
BEN SACKHEIM, INC, 

2 W. 59th St., zn 19 

William Pitts, vp, tv-rad; Dan Solomon, asst ty d. 


MAXWELL SACKHEIM-FRANKLIN BRUCK, INC, 


545 Madison Ave., zn 22 

Ron Romano, ty-rad prod 

SANGER-FUNNELL, INC. 

355 Lexington Ave., zn 17 

Robert. L. Neff, vp; Robert L. Starski, yp 
FRANK B. SAWDON, INC. 

60 E. 56th St., zn 22 

John Paul Jones, d tv-rad; Ardian Redner, vp 
CHARLES SCHLAIFER & CO. 

4 W. S8th St., zn 19 

John Cioppa, prodn mgr. 

SCHNEIDER-STOGEL CO. 

286 Fifth Ave., zn 1 

David Schneider, p, copy chf; Philip Stogel, exec vp. 
art d; Arnold Eschwege, prodn mgr, art sup. 
SCHOEN COORDINATED ADV., INC. 

820 Greenwich St., zn 14 

Betty-Anne Schoen, ty ¢ prod. 

SCHWAB, BEATTY & PORTER, INC, 

660 Madison Ave., zn 21 

G. C. Violante, yp, copy sup; Norman C. Wingert, 
prodn mgr; A. J. Geyer, vp, art d. 

WILLIAM G. SEIDENBAUM & CO. 

267 Fifth Ave., zn 16 

William G. Seidenbaum, p. 

SHELDON FREDERICKS ADY. ASSOC., INC. 
175 Fifth Ave., zn 10 

Sheldon O. Schwartz, exec vp, ae, art d; Laurence 
Bassett, creative d. 

HAROLD J. SIESEL CO., INC. 

216 E. 49th St., zn 17 

Leonard M. Scherer, yp, copy chf; Mort Friend, prodn 
mgr; Gerald Frieze, art. d 

SMITH & DORIAN, INC. 

39 W. 55th St., zn 19 

Gerald J. Kaufman, tv prod. 
SMITH-GREENLAND co., INC. 

730 Fifth Ave., zn 19 

Murray Klein; Peter Weinberg 


JOSEPH I. SONNENREICH 

205 W. 89th St. 

Joseph I. Sonnenreich. 

RAYMOND SPECTOR CO., INC. 

445 Park Ave., zn 22 

Irving Trabich, art d; Bernard Ladin, prodn mer. 
G. T. STANLEY 

19 W. 44th St., en 36 

Stanley Wierer, p; Rita Marr, md 

WILLIAM STEINER ASSOC., INC. 

12 E. 64th St., am 21 

Renee Kaplan, vp. 

STREET & FINNEY 

45 W. 45th St., am 36 

Lyman B. Cooper, art d; Paul G. Indorf, Howard 
Miller, copywriters. 


FREE CHART 


DEPT. A 


GOING 
STRONG 


YEARS 


SUDLER & HENNESSEY, INC. 

130 E. 59th St., em 22 

Hal Davis, tv-rad d. 

SULLIVAN, STAUFFER, COLWELL & 

BAYLES, INC. 

575 Lexington Ave., zn 22 

Philip H. Cohen, vp, tv-rad d; Frank Reed, tv-rad bus 
mgr; Tom Vietor, vp chg ty-rad prodn; Nick Albano 
Rodney Albright, Warren Bryan, John Cole, Don Har 
rington, James Hayes, Pack A. Partington Jr., Walter 
Selden, ty prods; Randy Heimer, Richard Long 
Robert Smith, William Washington, asst ty prods 
TATHAM-LAIRD, INC. 

420 Lexington Ave., zn 17 

Chester Kulesza, mgr c prodn; Dixie Lou Thompson 
tv-rad prod. 


SPECIAL EFFECTS «* 


Tes 


RAY MERCER & CO. 


DISSOLVES 
WIPES 
FADES 

32 INSERTS 

TRAILERS 


4241 NORMAL AVE. HOLLYWOOD 29, CALIF. 
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GOOD PRODUCTION 
IS THOROUGH PLANNING 


THE BEST PICTURES ARE BORN 
OF MINDS, NOT CAMERAS . . . 





It takes careful planning and complete 
preparation — a full evaluation of cast- 
ing, directing, staging, lighting, camera 
movements — to make an idea-picture a 
film-picture. 

Everything must be planned 
to fit, clearly . . . to follow, naturally . . . 
to tell the story . . . give pride to the own- 
er... and, above all, sell the product. 


Step one . . . getting the message established early, firmly, 
We believe it — clearly. The Producer, the Art Director, the Account Man 
we live it — work it out. 


we guarantee it. 


Wilding tw 


CHICAGO DETROIT LOS ANGELES 
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J. WALTER THOMPSON 

20 Lexington Ave., zn 17 

Harry Treleaven, vp; Donald Widlund, yp; Alan An 
derson; Robert Carlson; Emerson Cole; Paul de Mon- 
terice; Dolores DeSola; Thomas Detienne; John Don 
nelly; Robert Eastright; Robert Ebeling; Wilson 
Fieldhouse Lou Giacobbe; Marie Gordon; Charles 
Green; Matthew Harlib; Hrrry Hermann; Murray Hol 
land: Finley Hunt; Robert Kuhn; Arthur Kling; 
Robert Kronenberg; Morto. Levin; Carol Lushear; 
Robert Maitland; James Marsiwtz; John Marsh; Ernie 
Motyl; Allen Oppegard; Michael Roth; John Scarola; 
Lewi Schwartz; Alfred Scott; Ken Shaw; Sidney 
Woloshir 

THE THOMPSON-KOCH CO., INC, 
1450 Broadway, zn 18 

George Deins, vp, copy chf; Robert J. Bohman, vp, 
art d 


THE HOUSE OF J. HAYDEN TWISS, INC. 

500 Fifth Ave., zn 36 

Howard B. Hayward, vp 

VICTOR & RICHARDS 

565 Fifth Ave., zn 17 

Vie Lindeman Jr., prod; Lucille Widener, hd tb; 


Alan Sand ]-ae 


}. FRANKLYN VIOLA & CO. 

152 W. 42nd St., zm 36 

Paul Mills, tv d 

W. L. VOMACK, INC, 

1723 Jerome Ave., Brooklyn zn 35 

Rene Lee, prodn mgr, art d; John Vomack, ty-rad d 
tb, tal b 


FRANK VOS & CO. 

7 E. 48th St., zm 17 

Guy H. Popole, md 

H. W. WARDEN ASSOC, 

750 Third Ave., zn 17 

Dana A. Seymour, creative d 

WILLIAM WARREN, JACKSON & DELANEY 

45 W. 45th St., zn 36 

Stevens P. Jackson, part, ty d, ae; Harry Alleva, ty 
rad prod d 

WARWICK & LEGLER 

375 Park Ave., zn 22 

Andrew V. Christian, vp chg c prodn; Sheldon N 
Platt, exec prod; Benjamin Colarossi, Evangeline 
Hayes, Ethel Jensen, prods. 

WATERMAN-GETZ ADV. 

370 Lexington Ave., zn 17 

Harriette Waterman, chmn bd, copy chf, ae; 
Okasaki, prodn mgr, art d. 

WEBB ASSOC. 

330 Fifth Ave. 

Bernard J. Schiff, p; Elaine B. Hudson, tv d; Lee 
H. Kriss, tv prod. 

WEISS & GELLER, INC, 

400 Madison Ave., zn 17 

Lawrence Wisser, sr vp, creative d; Max Tendrich 
exee vp; George De Vito, bdest traffic mgr 

THE WESLEY ASSOC, 

630 Fifth Ave., zn 20 

Jack Zimmer, ty d; Charles Amory, ae; Harold 
Breitner, vp 

THE WEXTON CO. 

444 Madison Ave., zn 22 

John Eckstein, vp. 

ROBERT WHITEHALL, INC. 

37 W. 57th St., zn 19 

Alan Charles, md 

WILBUR-CIANGIO, BEEKMAN & PACKARD, 
INC, 

41 E. 28th St., zn 16 

A. Heller, prodn mgr; J. Kimmel, ty d, 
WILDRICK & MILLER, INC. 

630 Fifth Ave., zn 20 

Bruce Jenkins, G. B. Borden, prodn mgrs; E. F. 
Ramsteck, art d 

WALTER WILEY ADV., INC, 

29 Pearl St., zn 4 

Jerome K. Kanner, vp, tv d; Dorothy F. Wiley, tv b 
WORTMAN, BARTON & RUSSELL, INC. 

345 Madison Ave., zn 17 

Elbert B. M. Wortman, p; Hortense Essler, md. 
YOUNG & RUBICAM, INC. 

285 Madison Ave., zn 17 

John Freese, mgr, tv-rad e prodn; Fred Frost, asst 
mgr, tv-rad c prodn; Robert Waters, exec prod, fim; 
Richard Saunders, exec prod, live; Carl Sturges, prodn 
sup, fm; Gloria Patton, Alice Scott, prodn contractors ; 
Pyrmen Smith, William Muyskens, Peggy Gannon, Wil- 
liam Thomson, John DiSesa, Charles Price, Joan Ken- 
nedy, Thomas Ford, Rollins Smith, Ralph Ward, prods, 
film; Herb Horton, Roger Brann, Roy Fowler, Walter 
Eckley, Leon McNamara, Harry Hicks, prods, live 
prodn. 

L. D. ZETLIN & CO. 

630 Third Ave., zn 17 

R. Alvo, prodn mgr; V. Ernest, asst prodn mgr; L. D. 
Zetlin, p. 


ZLOWE CO., INC. 

65 E. 55th St., zm 22 

Milton Sutton, vp, creative d; Joe Goldberg, 
Bernie Spiro, prodn mgr. 


Schenectad 

JOHN L. HALPIN ADV. 

277 State St., zn 5 

John L. Halpin, part; Marion G. Halpin, 
GEORGE R. NELSON, INC. 

208 State St., zn 5 

Robert B. Stone, tv d. 


Syracuse 

BARLOW ADV. AGCY. 

742 James St., zn 1 

H. C, Millard, vp, art d; Mare L. Hughes, prodn 
mer. 

COOLICAN, COE & COOLICAN, INC, 

216 Denison Bidg., zn 2 

William Lemon, tvy-rad d; Frank Martorelli. 
FELLOWS ADV. 

511 E. Fayette St., zn 3 

Madeline Clark, copy chf; David Robert, prodn megf; 
James Gridiey, art d 

FLACK ADV. AGCY. 

433 S. Warren St., zn 2 

Daniel W. Casey, tv-rad d. ‘ 

SILVERMAN ADV. 

414 Paramount Bldg. 

Arthur Silverman, p 

SPITZ ADV. AGCY,. INC. 

530 Oak St., zn 3 

Peter Penizottc, copy chf; Frederic Berg, art d: Pat 
Montfort, tv-rad d. 


NORTH CAROLINA 
Charlotte 


AYER & GILLETT, INC. 

1022 S. Tryon St., zn 3 

Mrs. Beth Laney Smith, ae; Charles B. Seward, ae; 
Jerry Hendrick, creative d; James Webb Jr ae; 
Riggs Luther, script writer; Mrs. Joyce Clark, tb 
BOETTICER & SUMMERS 

121 E. Third St. 

Audrey M. Summers, part. 

KINCAID ADV. AGCY. 

311 E. Sth St., zn 6 

Cc. A. Kincaid, p. 

WALTER J. KLEIN CO., INC. 

1214 Elizabeth Ave., zn 4 

Margaret Nye, sec, copy chf; Frances Jetton, prodn 
mgr; Tad Vernon Shell, art d; Alan Burke, tv d 


Greensboro 

BRADHAM & CO. 

Piedmont Bldg. 

George W. Bradham, p 

HEGE, MIDDLETON & NEAL 
1304 Battleground, Box 9437 
William Alexander, tv-rad d. 


Winston-Salem 

LONG-HAYMES ADV. AGCY. 

421 Summit St. 

Curtis E. Long, Joseph A. Haymes, Austin H. Carr 
a sups. 


OHIO 
Cincinnati 
ROBERT ACOMB, INC. 
444 E. Sth St., zn 2 
W. H. Rand, prodn mer. 
JULIAN J. BEHR CO. 
530 Maxwell Ave., zn 19 
Art Hirsch, tv-rad. 
FARSON, HUFF & NORTHLICH 
700 Terrace Hilton Bldg., zn 2 
John J. Robinson, a sup; Bernard Pawlus, ae. 
HERBERT FLAIG ADV. 
703 Provident Bank Bldg., zn 3 
Audrey Stigler, tv-rad d. 
GUNDLACH ADV. AGCY. 
1201 W. 8th St., am 3 
Wayne N. Gunness, creative d. 
WILLIAM L. HOLLAND AGENCY 
2530 Auburn Ave. 
Earl L. Holland, gen mgr; Betty Tiemeier, tv d 
THE RALPH H. JONES CO. 
3100 Carew Tower, zn 2 
Edward 0. Carder, d fim & transcript dept. 
THE KEELOR & STITES CO. 
318 Broadway, zn 2 
Arthur A. Radkey, vp, tv d; David J. Clark, asst ty d. 
TED MENDERSON CO. 
1077 Celestial St., zn 2 
Ted Menderson, p; Hank Marowitz, ty b 
RICHARD F. PECK AGCY. 
410 Mercantile Library Bldg., zn 2 
Tom Murphy, vp, creative d. 


PERRY-BROWN, INC. 

2831 Vernon PIi., zn 19 

Robert J. Wilkins, ae; Bertha Smith, md 
WILLIAM SAVAGE & CO. 

805 Fountain Square Bidg., zn 2 
Thomas McDonough, copy chf; Larry Deutenberg, art 1 
LEWIS W. SELMEIER CO. 

811 Race St., zm 2 

Lewis W. Selmeier, p 

LEONARD M., SIVE ASSOC. 

712 Broadway, zn 2 

V. E. Dwyer, art d 
STOCKTON-WEST-BURKHART 


... A FILM EDITING 
SERVICE FOR PRODUCERS 
AND ADVERTISING AGENCIES 


45 WEST 45th ST., N. Y. 
Circle 6-4030 








I¢ it's quality animation . 
gem write or call 


FINE ARTS 


Productions 
7779 Sunset Bivd., Hollywood 46, Californie 
HOliyweed 7-7107 
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Jarkas films inc. 





STUDIO: 385 3rd AVENUE 
NEW YORK 16, NEW YORK 
Murray Hill 3-9938 








PATHE 


WORLD'S 
LARGEST 
STOCK FOOTAGE 
LIBRARY 


Exclusive World-Wide 
Representatives for 
PATHE NEWS 
COLUMBIA PICTURES 
STRATFORD FOREIGN FILM 
COLLECTION 
It's 99 to 1 That We Have 
That Scene You Need! Make 


Us Prove It!! 


SHERMAN GRINBERG 
FILM LIBRARIES, INC. 


1438 N. Gower Street 
Hollywood, Calif., HO. 4-7491 


245 W. 55th St. 
N. Y. 19, N. Y., JU 6-8750 
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1303 First Nat’l Bank Bldg., zn 2 
Gary Lee, tw prod. 

STRAUCHEN & McKIM, INC. 
1420 E. McMillan St., zn 6 
Holmes E. Leed, tv-rad d; Jack D. Gifford, copy chf 


Cleveland 

BAISCH ADV. 

3737 Chester Ave., zn 14 

Roman Drake, art d. 

BAYLESS-KERR CO. 

1166 Hanna Bidg., zn 15 

Harrison A. Bush, art d; Theodore B. Gymer. prodn 
mgr. 

RALPH BING ADV. CO. 

2063 E. 4th St., zn 15 

Ralph S. Bing, tv-rad d. 

DUFFY, McCLURE & WILDER, INC. 

400 Lincoln Blidg., zn 14 

B. D. Spofford, yp; Gladys Kopf, a coord. 

FULLER & SMITH & ROSS 

55 Public Square 

John James, d tvy-rad, fims; John Sallay, mgr t-rad 
fims. 

GATES-BOURGEOIS ADV. 

3515 Prospect Ave., zn 15 

Charles Heminger, part, tb; Russell Bourgeois, part 
GERST, SYLVESTER & WALSH, INC. 

3113 Prospect Ave., zn 15 

Paul Greiner, prodn mgr. 

GREGORY & HOUSE & JANSEN, INC. 

1621 Euclid Ave., zm 15 

Mrs. Estelle Blauvelt, md. 

H. GRIDER ADV., INC. 

3030 Euclid Ave., zn 15 

D. Marsh, ty-rad prod; H. Kulow, vp 
GRISWOLD-ESHLEMAN CO. 

1200 Illuminating Bldg. 

Ralph Borzi, tv-rad prodn d. 

THE HUBBELL ADV. AGCY, INC. 

1900 Euclid Ave., zn 15 

ANN KOBLITZ ADV. AGCY. 

Chester-12th Bldg., zn 14 

Ann Koblitz, o; Adrienne Wisnecki, ae. 

LANG, FISHER & STASHOWER, INC. 

1010 Euclid Ave., zn 15 

Alvin B. Fisher, tv-rad d: John L. Rose, creative d; 
Edward T. Noll, prodn d 

LEECH ADV. CO. 

615 Hanna Bidgzg., zn 15 

Edward Leech, p; deJane Dreher, vp. 

MARCUS ADV., INC, 

3134 Euclid Ave., zn 15 

Marvin Marcus, exec vp, treas, art d, se; Jack Sulak, 
prodn mgr. 

McCANN-ERICKSON, INC. 

335 Euclid Ave., zn 14 

Harry N. Black, assoc creative d; Joseph S. Tanski Jr., 
sr ty-rad prod; Saivatore A. DeMarco, ty-rad prod; 
Mary Jo Perkins, tv-rad prod. 

MELDRUM & FEWSMITH, INC. 

1220 Huron Rd., zn 15 

S. A. Hunt, vp, creative d; D. R. Martin, vp, art; 
R. J. Nason, vp, prodn; B. F. Stauderman, yp, tv-rad 
fim. 

PENN & HAMAKER 

20521 Kinsman Rd., zn 22 

Edsel E. Penn, p; James Soisson, art d. 

JACK T. SHARP ADV. 

3101 Euclid Ave., zn 15 

Jack T. Sharp, p; Mel Tenenbaum, tv-rad d. 
WATTENMAKER ADV. 

122 Huron Rd., zn 15 

James S. Wattenmaker, tv d 

THE WELLMAN CO. 

6th & Rockwell, zn 15 

Barbara Reinker, mgr, gen ady div 

WYSE ADV. 

23800 Euclid Ave., zn 15 

Lois Wyse, vp, sec, copy chf, ae; Robert Fulton, prodn 
mgr; Dave London, art d. 


Columbus 

BARCROFT ADV. AGCY. 

16 E. Broad St. 

Richard L. Raab, vp tv. 

BYER & BOWMAN ADV. AGCY, INC. 

66 S. 6th St., zm 15 

William Arter, vp, creative d, ae; S. Neal Hallock 
vp, tv d; Harold Graham, prodn mgr, art d 
DODSWORTH, FALCK & HUTCHISON, INC. 
700 Bryden Rd., zn 15 

Maxine B. Sopher, a sup; Frederick Peerenboom, crea 
tive d. 

A. LOVELL ELLIOTT ADV. 

5295 N. High St., zn 14 

A. Lovell Elliott, Leon Quera. 

KELLY & LAMB ADV. AGCY. 

897 Higgs Ave., zn 12 

George Miller, prodn mgr; Frederick Hoffman, art d 





R. W. KNOPF & CO. 
8 E. Lony, zn 15 

R. W. Knopf 

CYE LANDY ADV. AGCY, INC, 

929 E. Broad St., zn 5 

Irwin Kahn, copy cnf, tv-rad tb; Katherine Mitchell, 
prodn mgr; Charles Piatt, art d 

HARRY M. MILLER, INC. 

595 E. Broad St., zn 15 

Arthur J. Martin, art d; J. B. Summers, ty-rad proda 
mer. 

WHEELER-KIGHT & GAINEY, INC, 

975 S. High St., zn 6 

James S. Johnson, prodn mgr; William H. Eisele Jr.. 
art d; Russell C. Mock, ty-rad d, tb, tal b 


Dayton 

DANCER-FITZGERALD-SAMPLE, INC. 

33 W. First St., zn 2 

Clyde E. Rapp, vp & g mgr; Byron Clark, copy sup. 
HUTZLER & ASSOC., INC, 

1l W. Monument St., zn 2 

Frank H. Clarke, vp. 

DON KEMPER CO. 

608 S. Main St., zn 2 

Carl Deibel, prodn mer. 

KIRCHER, HELTON & COLLETT 

2600 Far Hills, zn 19 

Watson B. Metcalfe, exec vp; Jack Westerman, yp; 
Norman Van Zant, vp; Don R. Lyons, tv-rad d 
HUGO WAGENSEIL & ASSOC, CO. 

Talbott Bldg., zn 2 

Robert Harwood, tv-rad d 


Toledo 

BEESON REICHERT, INC. 

600 Toledo Trust Bldg., zn 4 

Rusken Stone, vp, tvy-rad d; Ronald Colon, prod- 
writer, 

MERVIN N. LEVEY CO. 

Hotel Ft. Meigs—Mezzanine, zn 4 

Mervin N. Levey, p; Hadley Miller, ae 
SLAYTON-RACINE, INC, 

515 Madison Ave., zn 4 

Harold Kinder, art d; Charles Cartwright, copy chf 
WENDT ADV. AGCY. 

1060 Spitzer Bldg., zn 4 

E. Bailey, tv-rad; Fern Kalmbach, art d; prodn mgr. 


OKLAHOMA 


Oklahoma City 

ACKERMAN ASSOC, 

1411 Classen Blvd., zn 6 

A. V. Fiegel, vp, tv-rad d. 

ANGELO ADVERTISING 

2303 N. Broadway 

Edwin J. Angelo, part; E. Merial Angelo, part 
BEALS ADV. AGCY. 

1503 N.E. 23 St. 

Warren K. Jordan, Robert C. Kumler, aes. 
rOM P. GORDON Co. 

16 N. Harvey, zn 2 

Jerry Ross, tv-rad d. 
HUMPHREY-WILLIAMSON & GIBSON 
1809—l1st National Bldg. 

H. C. Childs, tv-rad d; Barbara West, asst. 
JONES & JONES ADV. 

717 Leonhardt Bldg., zn 2 

Henry C. Jones, o. 

LOWE RUNKLE CO. 

1305 Liberty Bank Bldg., zn 2 

Mack Fuller, tv-rad d. 


OREGON 
Portland 


ADVERTISING COUNSELORS, AL VAUGHAN & 
ASSOC, 





REPRINTS OF THIS 
DIRECTORY 
ARE AVAILABLE AT 
$1 A COPY 


Address Reader’s Service 
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PLAYHOUSE PICTURES 
Hollywood 


THE FINEST 
IN ANIMATED 
FILM. 


1401 North La Brea Avenue 
Hollywood 28, California 
Telephone: HOllywood 5-2193 
















UN 


a 





why 
Randelier 


economy that cannot be equalled. 


All BANDELIER quotes include round-trip plane fare for one person 
between your city and Albuquerque for INTERLOCK session (not re- 
batable if not used). Send your next storyboard for a quick quote 


without obligation! 
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Loc 


1019 W. 10th St., zn 5 
Julie Prise, continuity sup. 

ADOLPH L. BLOCH ADV. 

108 N.W. 9th Ave., zn 9 

Lee H. Still, prodn mer. 

BOTSFORD, CONSTANTINE & GARDNER, INC. 
115 S.W. Fourth Ave., zn 4 

Marilyn Lees, ty-rad d; Dean Lierle, creative d. 
RAY CARR ORGANIZATION 

1600 S.E. Ankeny St., zn 14 

Bill Hastings, vp. 

CLENAGHEN & MOUNT 

614 Corbett Bldg., zn 4 

Nancy Stuart, tv-rad d. 

COLE & WEBER, INC. 

Corbett Bldg., zn 4 

Ralph Rogers, tv-rad d. 

RALPH P. COLEMAN & ASSOC, 

716 Mead Bldg., zn 4 

Bill Erler, art d. 

DAWSON & TURNER, INC. 

522 Pittock Bidg., zn 5 

J. Gerald Fortis, creative d. 

JOSEPH R. GERBER CO. 

1305 S.W. 12th Ave., zn 1 

Dean Pollock, part, creative d; F. D. Wieden, part 
tv d. 

HEIMS & TURTLEDOVE INC. 

1424 S.W. 12th Ave., zn 1 

Harry L. Turtledove. 

EVERETT MITCHELL ADV. 

Terminal Sales Bldg., zn 5 

Everett Mitchell, p. 

RICHARD G. MONTGOMERY 
1126 S.W. 13th Ave., zm 5 

Mary Nimmo, sec, treas, tv d. 
PACIFIC NATIONAL ADV. AGCY. 
829 N.W. 19th Ave., zn 4 

David Babbitt, tv-rad d. 


PENNSYLVANIA 
Philadelphia 
THE AITKIN-KYNETT CO. 
1400 S. Penn Square, zn 2 
Allen Gray, tv-rad d; James A. Gross; 
Johnson, John Sumner, William H. Watson. 
ARNDT, PRESTON, CHAPIN, LAMB & 
KEEN, INC. 


Robert O 






ED THE 






WF 








ils of Course 


Top quality, animated or live-action TV film spots, custom-produced 
from your own storyboards, at prices far lower than anywhere in the 
United States (full animation as low as $975.00). Ten years’ experi- 
ence in filming for television assures you quality, dependability and 


Handelier 
Films 


Main Offices & Studio 
1837 Lomas Bivd., N.E. 
Albuquerque, New Mexico 
Phone CHape! 3-5848 





160 N. 15th St., zn 2 
Herman 8. Thoenebe, vp, creative d; James C. Robert- 
son, vp, art d; Howard E. Walpert, vp, ae, ty-rad d; 
Harry Seeburger, prodn mgr 

N. W. AYER & SON, INC. 

210 W. Washington Square, zn 6 

James W. Wallace, exee vp, chmn creative comm; 
Charles T. Coiner, vp, exec d art dept; George Har- 
rington, fim prod. 

BALL ASSOC, 

845 N. Broad St., zn 30 

Joseph H. Ball, p, 0; Charles Melyen, pub rel d; Pat 
Sackett, art a; William Hall, copywriter; Susan 
Cherry, copywriter. 

BARKUS & KAPLAN ADV. 

Western Savings Fund Bldg., zn 7 

Theodore Barkus, part. 

BAROL & ISRAEL 

1428 S. Penn Sq. 

Jack Israel, part; Bernard Barol, part. 

BAUER & TRIPP ADV. 

1528 Walnut St., zn 2 

Elmer F. Jaspan, vp tv-rad. 

COX & TANZ, INC. 

333 S. 2ist St., zn 3 

R. D. Carlo, prodn mgr; Ronald Rivers; James Kirk- 
connell, tv d, tv tal b, ae. 

DOREMUS-ESHLEMAN CO. 

1616 Walnut St., zn 3 

Elizabeth E. Raferty, prodn mgr. 

H. ARTHUR ENGLEMAN 

Washington House, zn 31 

H. Arthur Engleman, o-mgr; Mrs. Fay Sandler, md 
ERWIN WASEY, RUTHRAUFF & RYAN 

3 Penn Center Plaza, zn 2 

John C. Bythrow, creative d; Jesse A. Plumley, prodn 
mer. 

RICHARD A. FOLEY ADV. AGCY. 

1528 Walnut St., zn 2 

Alice L. Mooney, tv-rad d. 

ALBERT FRANK-GUENTHER LAW, INC. 
Packard Bldg. 

Robert G. Fest, vp. 

GRAY & ROGERS 

12 S. 12th St., zn 7 

Edmund H. Rogers, part; Walter M. Erickson, dept 
mgr; Chester Cooper, prodn; Larry Ziegler, prodn. 
GRESH & KRAMER 

1717 Sansom St., zn 3 

B. J. Kramer, creative d; P. Kent, md 

LAVENSON BUREAU OF ADV. 

1212 Chestnut St., zn 7 

William G. Walker, prodn mgr. 

AL PAUL LEFTON CO. 

1617 Pennsylvania Blvd., zn 3 

Blayne Butcher, tvy-rad dept hd; Roy LaPlante, ty-rad 


prod; Sheldon Roseman, tv-rad prod; Mrs. Mildred 
Farren, tb. 

H. LESSERAUX ADV. 

1920 Chestnut St., zn 3 

Jeanne Vaughn, prodn mgr; Richard S. Lesseraux, tv d, 


ae. 

LEWIS & GILMAN, INC. 

6 Penn Center Plaza, zn 3 

John R. Bleasdale Jr., tv-rad prodn d. 
MAY ADV. CO. 

1518 Walnut St., zn 2 
Frank J. McGinnis, vp, treas, 
GEORGE MOLL ADV., INC. 
Security-Pennsylvania Co. Bldg., zn 34 

Richard A. Moll, see & ae. 

PETRIK & STEPHENSON, INC, 

1405 Locust St., zn 2 

Margaret J. Farrell, prodn mgr. 

ROBINSON, ADLEMAN & MONTGOMERY, INC. 
2016 Walnut St., zn 3 

Michelle Dickerman, prodn mgr; Robert Meyers, art d; 
Ruth Chilton, tw d 

THE EDWARD ROBINSON AGCY 

1920 Chestnut St., zn 3 

Edward Robinson, p, treas, tv-rad d, ae; 
Kessler, prodn mgr; Philip Trachtman, art d 
SHAW & SCHREIBER, INC. 

1420 Walnut St., zn 2 

M. Brickman, prodn mgr. 

SAMUEL TAUBMAN & CO. 

1831 Chestnut St., zn 3 

M. C. Taylor, tv-rad d 


tv-rad, ae. 


Florence 
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WARREN ADV., INC. 

1516 Summer St., zn 2 

Jesse R. Falini, George Miller III, 
MacAffee, ae’s. 

WEIGHTMAN, INC. 

6 Penn Center Plaza, Suite 303, zn 3 

Ss. A. Tannenbaum, p, copy chf; David Nazionale, vp, 
art d, ae; Leonard Stevens, tv-rad d. 

WERMEN & SCHORR, INC 
1616 Walnut St., zn 3 
Lester Harmon, tv-rad d. 
YARDIS ADV. CO. 

1922 Spruce St., zn 3 
Harold Smith, prodn mgr; Harold Kimmelman, art d 


Pittsburgh 

BACHMAN, KELLY & TRAUTMAN 

600 Grant St., zn 19 

Stanton M. Lenchner, ty-rad d. 

¢. NORMAN BURK, INC. 

532 Oliver Bldg., zn 22 

Patricia Moreel, tv-rad d. 

CAVANAUGH-MORRIS ADV. 

946 Greentree Rd., zn 20 

Loraine Steffens, vp, tv-rad d 

W. CRAIG CHAMBERS, INC. 

513 Second Ave., zn 19 

Earl France, art d. 

DUBIN ADVERTISING, INC. 

Bigelow Bldg., zn 19 

Barry Farnol, tv-rad d. 

ERWIN WASEY, RUTHRAUFF & RYAN, INC. 
527 Oliver Bldg., zn 19 

Robert B. Stevens, tv-rad d. 

FULLER & SMITH & ROSS 

211 Oliver Ave., zn 22 

T. G. Slater, vp, d tv-rad. 

CIBBONS ADV. 

10 Wood St., zn 22 

Arthur D. Gibbons, o, p. 

KETCHUM, MacLEOD & GROVE 

41l 7th Ave., zn 19 

Warren C. Rossell, tv-rad mgr; H. Truman Rice, ty 
rad, ae; William Morris, tv-rad ae. 

LANDO ADVERTISING AGCY. 

197 Carlton House, zn 19 

Jane L. Callomon, creative d; Fred Hedding, ty-rad 
prod 

VIC MAITLAND & ASSOC. 

2 Gateway Center, zn 22 

William E. Burge, tv-rad d; Jack B 
ty-rad. 

JAY REICH ADV. 

902 Frick Bidg., zn 19 

Gerard McCune, tv d. 

RAY SAYRE ADV. AGCY. 
Investment Bldg., zn 22 

Ray Sayre, o; Edward Kilgore, d; 
SMITH & ARMBRUSTER 

1 Gateway Center, zn 22 

Mrs. Janet S. Tilton, prodn d, md 
SMITH, TAYLOR & JENKINS 
223 Fourth Ave., zn 22 
William D. Morrisey, tv d; John J. O'Neil, ty dept 
WASSER, KAY & PHILLIPS 

Box 7996, zn 16 

Alvin L. Roth, tv-rad d. 

DORA C. WEISS ASSOC, 

515 Farmers Bank Bldg., zn 22 

Miss Dora C. Weiss, p. 

JOHN R. C. WILLIAMS ADV. 

Investment Bldg., zn 22 


Norman 8. 8 





Elliott, asst d 


Betty Schultz, sec 


W. Killmeyer, ty-rad d. 
RHODE ISLAND 
Providence 


BO BERNSTEIN CO. 

24 Mason St., zn 1 

Arthur Braitsch, tb; John A. Lorimer, tb. 
L. C. FITZGERALD, INC, 

58 Weybosset St., zn 3 

Alan Andrews, tv prodn sup. 
COLDSMITH-TREGAR CO. 
367 Eddy St., zn 3 

Grace Black, tv-rad d 

HORTON, CHURCH & GOFF 
123 Georgia Ave., zn 5 





MOTION PICTURE TITLES 


For 45 years the film and TV 
producers’ answer to every 
titling, graphic and film need. 








247 WEST 46 STREET 
N. Y. 36, N, Y. © Cl 7-2126-7 
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William C. Cook, tv-rad d; James DuBois, creative d; 
T. Raymond Parker, art d. 

KNIGHT & GILBERT INC., ADV. 
711 Industrial Bank Bldg., zn 3 
Norman Clegg, vp, tv-rad d. 

JOSEPH MAXFIELD CO. 

87 Weybosset St., zn 3 

Dorothy M. Taipe, tv-rad d. 

FRANK McCABE & ASSOC. 

29 Weybosset St., zn 3 

Anthony W. Frank, art d. 

GEORGE T. METCALF CO. 

31 Canal St., zn 3 

Robert A. Meehan, ty d. 

NOYES & CO. 

1800 Industrial Trade Bldg., zn 3 
Henry C. Hart Jr., ty d; Ronald Clayton, copywriter. 
DARRELL PRUTZMAN ASSOC. 

85 Westminster St., zn 3 

Donald G. Paulhus, art d. 

GORDON SCHONFARBER & ASSOC. 
58 Weybosset St., zn 3 

Richmond A. Patterson, tvy-rad d. 


TENNESSEE 
Memphis 
KREMER, MERRILL, INC. 
1930 Exchange Bldg., zn 3 
Ernest Lee, p; Homer Gentry, sec; Robert Cooper, 
exec vp, treas; Charles Montgomery, Edmunda Fry, 
Michael Weiss, aes. 
LAKE-SPIRO-SHURMAN, INC. 
Radio Center Bldg., zn 3 
Mrs. M. Ross, prodn mgr; Leonard Crook, art d; 
Mrs. Jane Zussman, d creative work, ae. 
SIMON & GWYNN 
3329 Poplar Ave., zn 11 
C. E. Gordon, prodn mgr, art d; W. E. Davidson, tv d, 
ae. 


Nashville 

BUNTIN & ASSOC, 

Penthouse, James Robertson Hotel, zn 3 . 
William Allison Buntin, yp, d pub rel; Leo A. Daviau, 
asst creative d. 

CULBERTSON ADV. 

1013 Sudekum Bldg., zn 3 

William R. Culbertson, 0, ae 





















CEL ioe: 


Howard Henkin, president of 
HFH Productions which con- ~ 
centrates on TV commercials, ~ 
has spent a large slice of life ~ 
day-dreaming of doing some- ~ 
thing on Broadway. Now that © 
his Vision is about to material- 
ize in the form of an upcoming 
Broadway musical, “Mad Ave- 
nue,” he finds that two of his 
HFH partners have already ~ 
beaten him in the race to Main * 
Street. Ron Fritz and Dan 
Hunn’s 20-minute Avco indus- ~ 
trial documentary, “Down to — 
Earth,” has been running for 
13 weeks with “On the Beach” ~ 
in the Astor Theater. 
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NOBLE DURY & ASSOC. 

Life & Casualty Tower, zn 3 

Clifford Johnston, art d; Leslie Smith, prodn mgr. 
SAVAGE, STANFORD, HAMILTON & KERR 
Third Nat'l Bank Bidg., =m 3 

Al Kerr, ae; John M. Savage, ac; Betty Jo Hamilton, 
copy chf & prodn. 


TEXAS 
Dallas 
ADVERTISING ASSOC. 
5749 Swiss Ave., am 14 
E. M. Killion, ty-rad 4. 
DON L. BAXTER, INC. 
Melba Theatre Bidg., zn 1 
William L. Coulter, vp, ty-rad d. 
SAM BLOOM ADV. AGCY. 
512 S. Akard St., zn 2 
Hillman Taylor, tv-rad d. 
CLARKE, DUNAGAN & HUFFHINES 
2707 McKinney St., zn 1 
Jim Ogilvie, creative d. 
CRANDALL CORP. 
1710 Jackson St., zn 1 
Charles D. Mohrle, art d. 
CROOK ADV. AGCY., INC, 
407-411 Adolphus Tower, =m 1 
Jack Sutton, art d. 
GLENN ADV., INC. 
620 Republic Bank Bldg., zn 1 
Mark Leonard, prodn mer. 
GRANT ADVERTISING, INC. 
2003 Davis Bidg., zn 2 
J. K. Hughes, vp; Jane Achor, copy d 
HEPWORTH ADV. CO. 
3403 McKinney Ave., zn 4 
Winston Ball, prodn mer. 
McCARTY CO. OF TEXAS 
1500 Jackson St., zn 1 
Mary Hukel, prodn d. 
PAMS ADV. AGCY., INC. 
3123 Knox St., zm 5 
Ferne E. Anderson, prodn mgr. 
RANDALL-PERRY ADV. AGCY. 
702 Texas Bank Bidg., zn 2 
James W. E. Randall, part, copy chf, tv-rad d 
RATCLIFFE ADV. AGCY. 
1911 Mercantile Bank Bldg., zm 1 





THANK YOU FRANK FARRELL 


IT IS HIGH PRAISE 
INDUSTRIAL FILM 


AN 
SPECIAL NOTE FROM A COMMENTATOR 
OF THE BROADWAY SCENE. 





INDEED WHEN 
RECEIVES 


DAN HUNN 

RONALD FRITZ 
and, oh yes, our other 
partner; HOWARD HENKIN 


HFH PRODUCTIONS, INC. 216 EAST 49TH STREET. NEW YORK 
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M. K. Ratcliffe Jr., ae. 


ROGERS & SMITH ADV. AGENTS 
505 N. Erraw 
Sheldon Kaplan, ty-rad dept mgr. 


ROMINGER ADV. AGCY. 

708 Kirby Bidg., zn 1 

Barton D. Rominger, ae. 
TAYLOR-NORSWORTHY, INC. 

Dallas Fed. Savings & Loan Bldg., zn 1 

Ben January, tv-rad d. 

TRACY-LOCKE, INC. 

2501 Cedar Springs Rd., zn 1 

Lawrence E. DuPont, vp & ty d; Paul Girard, asst 
tw d & tb; Ernestine Parker, md; Howard Fisher, 
asst tv d; William J. James, exec yp & ae; F. Ray 
Davidson, ae; Paul G. Rafferty, ae. 


Ft. Worth 

FULLER & SMITH & ROSS 
909 Dan Waggoner Bldg. 
John E. Carter, creative d. 





For better TV 
commercials in either 
live action or animation 
use Telepix Corporation 
in both Hollywood 

and Chicago. 


IX 


CORPORATION 


1515 North Western Avenue 
Hollywood 27, California 
HOllywood 4-739! 





JACK T. HOLMES & ASSOC. 
927 Eighth Ave., zn 4 
Peter J. McKone, a mgr. 


Houston 

AMS ADV. AGCY. 

3011 San Jacinto Blvd. 

A. M. Shackeroff Jr., o; John Watkins, vp. 
AYLIN ADV. AGCY. 

904 Lovett Blvd., zn 6 

Miss Josephine Moore, tv-rad d. 

BOONE & CUMMINGS 

3003 Louisiana St., zn 6 

Woods A. Robinson, prodn mgr; Lauri Reese, tv 
rad d. 

DUDDLESTEN, WAYNE & ASSOC. 

4904 Travis St., zn 2 

Frances E. Jenkins, copy chf, md, ae; Edward M 
Norton, m b, prodn mgr, tv-rad d, ty tal b, ae; Steve 
Kash, art d. 

GOODWIN, DANNENBAUM, LITTMAN & 
WINGFIELD, INC. 

P. O. Box 8446, zn 4 

John Paul Goodwin, chmn bd; Mrs. Anna Jane 
Wingfield, yp; Dee Regester, prodn mgr. 
GREGORY-GIEZENDANNER CC. 

3005 Louisiana, Box 6279, zn 6 

Miss Maudeen Marks, publicity d; Miss Annette 
Kercheval, tv-rad d; Mrs. Lynne Chesnor, prodn mgr 
GULF STATE ADV. AGCY. 

2714 Danville St., zn 5 

Shirley Rouse, prodnm mgr; Irma Faerber, ty-rad d, tb 
tal b. 

RICHARD MINNS & ASSOC, 

2304 Waugh Drive., P. O. Box 6032, zn 6 

D. F. Berry, Jo Ann Kopecky, Ray W. Cooley, Dorothy 
Sherwood, aes; Bob Wagman, prodn mer. 
NAHAS-BLUMBERG CORP. 

605 McGowen St., zn 6 

Fred J. Nahas, B. L. Blumberg, Nathan A. Zelikow 
parts; Mrs. Diana Muth, copy chf. 

ULLRICH & BROWN ADV. 

P. O. Box 13175, zn 19 

Carl D. Bond, ty prodn. 

ZIMMERMAN ADV. 

603 Avondale Ave., zn 6 

W. B. Zimmerman, o. 


WASHINGTON 
Seattle 
ADCO, INC. 
7 Valley St., zn 9 
Barbara Miller, copy writer; Lyle Seufert, artist 
AMS 
1500 Westlake N., zn 9 
Paul Dunstan, ae; Gerald T. Thorsen, ae. 
FREDERICK E. BAKER & ASSOC. 
Joseph Vance Bidg., zm 1 
Rufus T. Carlson, creative d. 
BOTSFORD, CONSTANTINE & GARDNER, INC. 
1400 Tower Bidg., zn 1 
Thomas L. Blost, ty-rad d; 
art d 
COLE & WEBER 
Republic Bidg., zn 1 
Robert G. Hurd, ty-rad d. 
RUNE GORANSON CO. 
314 First Ave., W., zn 99 
Rune Goranson, 0; Virginia F. Hays, copy-md 


Douglas Murray, vp. 








WHiIcH 


CONSUL FILMS 
SHOOTING AT 
SAMUEL GOLDWYN STUDIOS 
ONE 


MAJOR HOLLYWOOD FACILITY 


NOT 
DISCONTINUING TV COMMERCIAL PRODUCTION 


WE WELCOME THE OPPORTUNITY TO BID ON YOUR NEXT JOB 
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GRANT ADV., INC. 

120 Sixth Ave., zn 9 

William M. Burke, vp. mgr, ae. 
KRAFT, SMITH & EHRIG, INC. 
1108 Tower Bidg., zn 1 

Paul Smith, tv-rad d. 


MILLER, MACKAY, HOECK & HARTUNG, ING” 
510 Virginia St., zn 1 

Gerald A. Hoeck, vp, ae, sec, ty-rad d; Ma 
Hartung, vp, treas. art d; Roger S. Bye, copy ehf; 
Burrel Brumbaugh, prodn mgr 

F. G. MULLINS CO. 

Northern Life Tower, zn 1 ' 
F. G. Mullins, p; K. F. Michaels, yp; Miss Gerri 
Richardson, md. 

PACIFIC NATIONAL ADV. 

2124—tth Ave., zn 1 

Frederick D. Sprague, vp, creative d, ae; Grant Mer 
rill, tv-rad d; Monte Solkover, prodn coordinator, ag 
CAPPY RICKS & ASSOC. 

4332 University Way, zn 5 

Phyllis O. Miller, tv-rad d 


Tacoma 

HOWARD R. SMITH CO. 
1720 Tacoma Ave., zn 5 
Larry Huseby, tv-rad. 


WEST VIRGINIA 
Huntington 
JOHN J. McCORMACK ADYV., INC. 
213 Ninth St. 
Mrs, Carol Broderick, tv-rad d 


Wheeling 

GUTMAN ADVERTISING CO. 

Peoples Federal Bldg. 

D. Milton Gutman Sr., 90; D. Milton Gutman Jr, & 
prodn; Helen Gaynor, tv prodn 


WISCONSIN 
Milwaukee 
LAKER, JOHNSON & DICKINSON 
740 N. Plankinton, zn 3 
John R. Meagher, tv-rad d; Will Johnson, creative d 
BARNES ADV. AGCY. 
312 E. Wisconsin Ave., zn 2 
Norman E. Morey, art d 
JOHN F. COSTIGAN, INC. 
1324 W. Wisconsin Ave., zn 3 
Dan Bolda, prodn mgr. 
CARNEY ADV. AGCY. 
238 W. Wisconsin Ave., zn 3 
James Pearson; W. G. Carney; Jerry Sinanek; Alex 
Brunt; Muriel Anderson 
THE CRAMER-KRASSELT CO. 
733 N. Van Buren St., zn 2 
Roger W. LeGrand, vp & tv d; Ken Hegard, ae 
BERT S. GITTINS ADV., INC. 
739 N. Broadway, zn 2 
Gerald L. Seaman, tv-rad d 
AL HERR ADV. AGCY. 
225 FE. Michigan St., zn 2 
Pat Kocian, vp; Roy Rafenstein, ty-rad d; Sally 
Reuter, tv-rad writer-prod; Ron Carson, ty-rad writer 
prod 
KLAU, VAN PIETERSOM, DUNLAP 
744 'N,. 4th St., zn 3 
Fred F. Crowl, ty-rad d 
MAERCKLEIN ADV. 
525 E. Michigan St., zn 2 
John P. Koch, prodn mgr. 
MATHISSON & ASSOC. 
411 E. Mason St., zn 2 
C. A. Mathisson, p; Walt E. Krueger, exee admin; 
John Severson, tv-rad d; Robert Geary, asst ty-rad dj 
Hugo Bauch, ae. 
SID STONE ADV. 
212 W. Wisconsin Ave., zn 3 
Edgar C. Goethel, art d 


Abbreviations used in this directory: b— 
buyer; th—timebuyer: ae—account execu- 
tive: c—commercial; chf—chief; m—me 
dia; d—director: p—president; o—owner; 
rad—radio; vp—vice president; part—part- 
ner; sup—supervisor; mgr—manager; bdest 
—broadcast; prod—producer: prodn—pro- 
duction. 
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Sally 
riter- 


min; 
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in the east... it’s 


MOVIELAB 
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MOVIEN”® 











MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 


¥ developing color negatives © additive color printing © reduction printing including A & 
1 processing @ blowups ® internegatives © Kodachrome scene-to-scene colo 


a 
sige 


printing © Ektachrome developing and printing ¢ registration printing e plus pene black and 


Mitel 


White facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 































™ 
VIDEOTAPE 


The only 


laboratory offering 








sf RVI A PARTIAL VIEW OF ACME’S TVR DEPARTMENT 


Shown above 2 Ampex Video Tape Recorders and master control console. 
(No other film laboratory in the country is equipped with 
Videotape* Recorders.) 


in BOTH Film and Videotape* 


Including the finest in 


VIDEOTAPE* TO FILM TRANSFERS 
VIDEOTAPE* RECORDING 


We are proud of our new VIDEOTAPE* DUPLICATING 
installation and invite your inspection 
Call HO 4-7471 VIDEOTAPE* VIEWING & EDITING 


acme 
laboratories, inc. “4 | 
en See ate ee eee 1161 N. Highland Ave. 


*T.M. Reg. Ampex Corp. 


: tt 
sale 
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Another ACME |Exdusive|! + 
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ABC ANNUAL REPORT. Annual re- 
ports are flowing from corporate 
headquarters across the U. S., and 
some of them shed new light on the 
corporation. One example is the re- 
port on American Broadcasting-Para- 
mount Theatres, Inc. ABC-Paramount 
had a 49-per-cent jump in profits in 
1959, and gross income climbed to a 
new high of $287 million. The earn- 
ings per share of $1.87 were the high- 
est in four years and compared with 
$1.21 per share‘in 1958. 

The biggest improvement was in 
the performance of the ABC-TV net- 
work, which showed the largest dol- 
lar and percentage increase in gross 
time sales of all three major networks 
and at the same time claimed second 
place among the networks in national 
television audience in the 7:30 to 
10:30 p.m. period. The number of 
wimary affiliated stations rose from 
92 in the fall of 1958 to 99 at the 
end of last year. Thus ABC has 
pushed forward to a position where 
it can claim primary contact with 
over 87 per cent of all tv homes. How- 
ever, there are certain key markets 
that are still a problem for ABC. 

Interestingly enough, while still 
fighting to get representation in the 
full U. S. market, ABC has plunged 
ahead with plans to gain a strong 
position in the international television 
field. An international division was 
formed in 1959 and promptly ac- 
quired a minority stock interest in an 
Australian company owning a tele- 
vision station and a stock interest in 
a firm that will operate a tv station 
in Costa Rica. The international divi- 
sion also helped form a tv network 
to be operated in Central America. 
It's the first tv network established 
outside of the U. S. The stations 
forming it are located in Guatemala, 
Honduras, Nicaragua, El Salvador 
and Costa Rica. The chain will be 
called the Central American Tele- 
vision Network. 





BASIC DIVISIONS. The company’s 
theatre division showed a _ better 
profit, although income of that divi- 
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sion slid to $91 million last year, a 
drop of over $3 million. Part of the 
explanation for the drop lies in the 
disposal of 15 theatres through sale 
or termination of lease. At present, 
the company runs 498 theatres in 270 
communities in 36 states. The com- 
pany’s policy of eliminating marginal 
theatres will be maintained, continu- 
ing to throw off some non-recurring 
profits. However, to keep pace with 
the technological changes in the in- 
dustry, the theatre division has been 
forced to install new 70mm equip- 
ment in key theatres as the number 
of films turned out in the new system 
steadily mounts. 

The two basic divisions of the com- 
pany—film exhibition and broadcast- 
ing—contribute the overwhelming 
bulk of the company’s profits. But 
one thing which the latest report 
brings out forcefully is the degree of 
diversification that has been going on 
within the company in the past few 
years. Here’s the line-up of the com- 
pany’s subsidiaries: 

Am-Par Record Corp. Last year 
this subsidiary, organized in 1955, 
had the best year of its short life. 
Am-Par includes such stars as Eydie 
Gorme, Paul Anka, George Hamilton 
IV and Johnny Nash. Last year the 
company, which also operates its own 
pressing plant, had four single discs 
selling over one million units each. It 
also has 250 long-playing albums in 
its catalog, a substantial number for 
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so young a company. Last year Am- 
Par purchased the Grand Award Rec- 
ord Corp., which boasted 150 Ip al- 
bums in its catalog. 

ABC Films, Inc. This division has 
gradually increased the output of its 
tv programs for sale to stations and 
advertisers. At present, it has three 
properties in release, Man With a 
Camera, Court of Last Resort and 
Alcoa Presents. It is about to release 
Counterthrust, an adventure series, 
and Expeditions, a documentary se- 
ries on explorations. 


OTHER SUBSIDS. Microwave Asso- 
ciations, Inc. ABC-Paramount has a 
25-per-cent interest in this company, 

(Continued on page 102) 
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The Shape of Things 








Here is the “shape” that means truly fine pictures ... 
the shape of the all new black-and-white television 
camera, the RCA TK-12. This is the camera that gives you 
sparkle and impact in your commercials, whether live or 
taped. Your advertisers’ products can be revealed clear 
and sharp, in all their fine detail . . . Shadings and 
colorings stand out, with brilliance and realism. 


This completely new camera uses the large new RCA 
42-inch Image Orthicon tube. The 50% increase in 
image size results in the same degree of extra quality 
and detail you would expect from using a larger 
negative in advertising photography. 


Here is the camera for top telecasters, for those with the 
reputation of providing their advertisers with the very best. 








ror the Finest Picture in Town! 


NEW MONOCHROME TV CAMERA-—TK-12 
WITH 4%-INCH IMAGE ORTHICON 


See it in action at SMPTE CONVENTION 








RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT * CAMDEN, N. J. 


Tmk(s) ® 








Wall St. (Continued from page 99) 


manufacturing and developing micro- 
wave equipment and radar compo- 
nents used in missile-detection sys- 
tems and communications. It recently 
expanded into devices for computer 
application. Microwave is doubling 
its plant capacity. 

Technical Operations, Inc. This 
company, in which ABC-Paramount 
has a 2l]-per-cent interest, makes 
semi-conductor power and processes 
a Kodachrome-type film. It also works 
on research and development projects 
for the Federal Aviation Agency, the 
Air Force and the Weather Bureau. 

Dynametrics Corp. ABC-Paramount 
has a one-third interest in this special- 
ist in contract engineering services 
and in instrumentation manufactur- 
ing for the aircraft and missile indus- 
tries. 

Disneyland Park. A 35-per-cent in- 
terest is held by ABC-Paramount in 
this widely publicized amusement 
park. Since its opening in 1955 19 
million people have visited the park, 
and every year the per-capita ex- 
penditures of the visitors increases as 





Film (Continued from page 49) 


line), Esty; Bristol-Myers Co. (Excedrin), 
Y&R; General Foods Corp. , Twist), FC&B; 
Filene’s (same), Wesley; General Foods 
Corp. (Jello-O), Y&R; Geigy Agricultural 
Chemical Co. (Simazine, Atrazine), Wild- 
rick & Miller; Anheuser-Busch, Inc. (Bud- 
weiser), D’Arcy; Lever Bros. (Handy 
Andy), K&E; ABC-TV (promotion), direct. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacuum 
cleaners), Y&R; Isodine Pharmacal Co. 
(Isodine gargle), Reach, McClinton; Ward 
Baking Co. (Tip Top bread & Lucky 
cakes), Grey; Kings Wine Co. (wine), 
Wermen & Schorr; Aluminum Co. of 
America (Alcoa), F&S&R; Texas Co. 
(Texaco gasoline), C&W. 


new attractions are added. 

Weeki-Wachee Spring. A wholly 
owned subsidiary is a tourist center 
covering 600 acres and presenting an 
unusual underwater show. Under con- 
struction is an auditorium able to seat 
500 persons who can watch the per- 
formances from 14 feet below the 
surface of the water. 

Prairie Farmer Publishing Co. This 
wholly owned subsidiary publishes 
three leading farm papers in the mid- 


In Production: American Heritage Founda- 
tion (election prom.), FC&B; Ward Baking 
Co. (Tip Top Lucky cakes), Grey; Con. 
solidated Cigar Corp. (Muriel cigars), 
L&N; Esso Standard Oil Co. (Esso extra 
gasoline), McCann-Erickson; Union Un- 
derwear Co., Inc. (underwear), Grey; Proe- 
tor Electric Co. (Proctor-Silex), Weiss & 
Geller; Nestle Co. (Zip), McCann-Erick- 
son; Pintoff Productions (“The Inter- 
view”), Theatrical Release; Kellogg Co. 
(Kellogg Concentrate), Screen Gems; 
Helene Curtis Industries, Inc., Screen 
Gems; Curtis Publishing Co. (American 
Home magazine), direct; Stahl-Meyer, Inc. 
(Ferris ham & bacon), Hicks & Greist. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Carter Products, Inc. (Colo- 
naid), KHCC&A; Geo. W. Helme Co. 


west, The Prairie Farmer, Wallaces 
Farmer and Wisconsin Agriculturist. 
The company also owned a 50-per- 
cent interest in Chicago radio station 
wis. ABC also had a half-interest in 
wLs. In this acquisition it agreed to 
pay a percentage of profits of the 
company to its former owners over 
the next 614 years. Neither the size 
of the percentage to be paid nor the 
final amount to be realized is dis- 
closed. 





(snuff), KHCC&A; Sinclair Refining Co. 
(No Freez gas, fuel oil), GMM&B; Na- 
tional Bank & Trust Co. (institutional), 
Rabko; Potter Drug Co. (Cuticura), 
KHCC&A; Permutit Co. (water softener), 
Rumrill. 


In Production: O’Keefe Brewing Co. (ale), 
Foster; H. Goodman & Son (Wet ’N Set), 
Joseph Reiss; Golden Press, Inc. (Atlas), 
Wexton; Chr. Bjelland Co. (King Oscar 
sardines), KHCC&A; American Motors, 
Inc. (Rambler), GMM&B; Television 
Bureau of Adv. (half-hour film), Wexton; 
Eagle Pencil Co. (Stickpen) , Shaller-Rubin. 


VIDEO FILMS, INC. 


Completed: Sams, Inc. (department store), 
Stockwell & Marcuse; Chevrolet Dealers 
(cars), W. B. Doner; Construction Prod- 
ucts Distributing Co. (Kitchens by Curtis), 
Fred M. Randall; Hygrade Food Products 
(food), W. B. Doner; Tractor & Implement 
Div., Ford Motor Co. (tractors), Meldrum 
& Fewsmith. 


In Production: Dow Corning Corp. (Shoe 
Saver, Suede Saver), Church & Guisewite. 


WONDSEL, CARLISLE 

& DUNPHY 

Completed: Bristol-Myers Co. (Bufferin), 
Kudner; Silver-K-Corp. (Old Holland Beer 
shampoo), Jerome O’Leary; American Ma- 
chine & Foundry Co. (Pin Spotters), C&W; 
H. C. Moores (Pream), B&B; Bristol-Myers 
Co. (Fortisun), Y&R; General Electric Co. 
(G. E. Skillet), Y&R; Colonial Provision 
Co. (Colonial ham), Jerome O’Leary; 
General Foods Corp. (Birds Eye baby 


Pulse Top 10 Drama Shows for January 


Rank Program 
1—Rendezvous 
2—Lock-Up 
3—Grand Jury 
4—Divorce Court 
5—Cannonball 
6—Jeff’s Collie 
7—Cameo Theatre 
8—Night Court 
9—Walter Winchell 


CBS 
Ziv-UA 
NTA 
NTTV 
ITC 
ITC 
CNP 
Banner 
NTA 
Ziv-UA 


10—West Point : 


food), B&B; Vick Chemical Co. (Lavoris), 
Morse; Sterling Drug Co. (Fizrin) , Comp- 
ton; General Foods Corp. (Tang), Y&R; 
Procter & Gamble Co. (Spic and Span), 
Y&R. 


In Production: Charles H. Phillips Co. 
(Instantine), Compton; Cott Bottling Co. 
(beverages), John C. Dowd; American 
Home Products, Inc. (Chef Boy-Ar-Dee 
spaghetti), Y&R; Sun Oil Co. (Sunoco), 
Esty; Lever Bros. (Lucky Whip), OB&M; 
Bristol-Myers Co. (Bufferin, Ban), Y&R; 
American Home Products, Inc. (Easy-On), 
C&W; Emerson Drug Co. (Bromo Seltzer) , 
BBDO; BB Chemical Co. (Perma Thane), 
John C. Dowd; Sears, Roebuck & Co., 
C&W; General Foods Corp. (Gaines 
Burger), Y&R. 


| Distributor 


Watd 
Average 
16.5 
13.2 
10.9 
10.2 
9.7 
9.0 
8.9 
8.0 
7.7 
7.2 


25c each, 20c in lots of 10 or more. 


Address Reader’s Service, TELEVISION 
AGE, 444 Madison Avenue, New York 22, 


N. Y. 
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Kintner (Continued from page 31) 


sponsible in whole or in part for the 
false claims in the complaint. In re- 
cent times the commission has issued 
complaints charging the agency ac- 
count executive as a party respondent. 

Finally, there is still one rather in- 
teresting question still hanging fire: 
what is the responsibility of media? 
To date, the FTC has not joined the 
media in which deceptive claims are 
made as parties respondent, but chair- 
man Kintner has noted that there is 
no express statutory exemption for 
media. It is the FTC chief’s opinion 
that the moral responsibility of ad- 
vertisers must be shared by the media. 
But he has expressed the hope that 
“the Federal Trade Commission 
never will find it necessary to make 
any publishing medium, printed or 
broadcasting, party respondent in a 
deceptive advertising case.” If the 
advertising industry, with the active 
cooperation of all media, properly 
polices itself, such a step will not be 
necessary, he has said. 


Recent Complaints 


It might be helpful to look at the 
wording of some of the commission’s 
recent complaints. On Jan. 15 four 
companies were cited for “deceptive 
demonstrations over television and in 
other advertising media.” The four 
companies were Standard Brands, 
Inc. (Ted Bates & Co.), Colgate- 
Palmolive Co. (Ted Bates & Co.), 
Aluminum Co. of America and its 
subsidiary, Wear-Ever Aluminum, 
Inc. (Ketchum, MacLeod & Grove) 
and Lever Bros. Co. (Foote, Cone & 
Belding). All of these companies 
have challenged the FTC complaints. 

In the Standard Brands complaint 
the FTC objected to the “flavor 
gems” on the company’s Blue Bonnet 
margarine. In a typical commercial, 
according to the FTC, Blue Bonnet, 
a butter and competitive margarine 
are shown—with magnified drops of 
moisture on the first two only. This, 
combined with the audio, “creates the 
false impression that because of the 
presence of ‘flavor gems’ on Blue 
Bonnet and the butter, they are 
better-tasting than the other product, 
and that Blue Bonnet is more similar 
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to butter and therefore superior to 
competitive margarines. 

“In reality,” says the FTC, “these 
so-called ‘flavor gems’ as depicted 
are not the moisture drops as pro- 
duced in Blue Bonnet and butter, but 
are drops of a non-volatile liquid 
substituted for the demonstration. 
Furthermore, the presence of moisture 
drops is not determinative of the two 
products’ flavor or quality; rather, 
the presence of visible moisture in 
butter and margarine is undesirable 
and sought to be avoided by the in- 
dustry.” 


“What They Seem” 


It can be seen here that a produc- 
tion technique used to heighten the 
appearance of a product is being 
questioned, and might pose some 
questions in commercial production. 
However, the technique might be ac- 
ceptable (judging from chairman 
Kintner’s general statements) if it 
were used in a non-competitive way, 
and if the claims it is illustrating 
are valid. This last issue is probably 
the central one in the FTC complaint. 

Another imaginative production 
technique was challenged in the Col- 
gate complaint. That commercial was 
meant to demonstrate the moisturiz- 
ing qualities of Palmolive Rapid 
Shave by showing a razor shave what 
is said to be a piece of dry sand- 
paper to which the cream has been 
applied. Says the FTC: “The mis- 
leading implication here is that the 
preparation’s ‘moisturizing’ action 
makes it possible immediately to 
shave off the sandpaper’s rough sur- 
face, and that the demonstration 
proves the product’s ‘moisturizing’ 
properties in actual use for shaving. 

“The truth is, such proof is not 
given, and the supposed sandpaper is 
actually a ‘mock-up,’ made of glass or 
plexiglass to which sand has been 
applied.” 

It would appear, from the above, 
that a device used in a tv demon- 
stration must be what it says it is, 
and that a dramatic demonstration 
must prove whatever attributes it 
gives to a product. Colgate has chal- 
lenged this order, and actually dem- 
onstrated to the FTC that its product 
can be used on sandpaper. 





In the Alcoa complaint the FTC 
charged that the “new super-strength 
Alcoa Wrap” commercial was not a 
valid demonstration in that it is 
“misleading in these respects: The 
two hams illustrated were not 
wrapped and unwrapped the same 
number of times. They were selected 
from several hams which were al- 
lowed to age without wrapping for 
various periods. The ham which ap- 
peared to be freshest and moistest 
was used to demonstrate Alcoa Wrap, 
while the most dried-out and tasteless 
ham was used to demonstrate the 
‘ordinary wrap.’ Furthermore, the lat- 
ter foil was deliberately torn and 
severely wrinkled, but Alcoa Wrap 
was not subjected to this deliberate 
abuse.” 

Here, the FTC seems to be object- 
ing to the highly competitive nature 
of the commercial in which product 
X was shown in a negative light. In 
addition, the commission apparently 
wants advertisers to approximate on 
the screen (or in print advertise- 
ments) precisely what would happen 
in reality, to illustrate exactly what 
they say they’re illustrating. 

In the complaint against Lever’s 
Pepsodent the FTC again wants proof 
in the tv demonstration. (A smoking 
machine deposits a yellow smoke 
stain on material described by the 
announcer as “enamel like the hard 
surface of your teeth.” Pepsodent is 
brushed across the stain and it dis- 
appears. ) 


“Does Not Prove’’ 


“This demonstration,” says the 
FTC, “does not actually prove, as 
purported, that Pepsodent toothpaste 
is effective in removing tobacco 
stains from the teeth of all smokers, 
and especially the accumulated stains 
from the teeth of habitual smokers.” 

These complaints have been chal- 
lenged, and their implications for 
future advertising techniques both on 
tv and in print are enormous. They 
are offered here only as an indica- 
tion of the FTC’s thinking these days. 
Obviously, there is a thin line be- 
tween dramatic representation and - 
what the commission considers decep- 
tion. 


Mr. Kintner was asked by this 















magazine if he could draw up a 
simple set of rules which would help 
advertisers from straying into for- 
bidden ground. Although he was ap- 
parently unable to do this, the FTC 
chief did point out that “the com- 
mission’s trade practice rules, its in- 
dustry guides and its actions in in- 
dividual cases provide considerable 
guidance, and, in addition, the Na- 
tional Association of Broadcasters 
and the Advertising Federation of 
America have adopted useful guides.” 
He added that he expected that “even 
more will be done in this field in the 
days ahead.” 


Help From FTC 


Since the FTC chairman favors 
self-regulation, he was asked if his 
agency has been able to assist indus- 
try groups in that area. “A certain 
amount of Government regulation is 
needed to restrain the larcenous few,” 
he notes. “The commission is ready 
and willing to meet with representa- 
tives of any industry who feel that 
promulgation of rules of fair practice 
would be useful to their members. In 
addition, the commission, on its own 
initiative, issues guides for not only 
single industries, but for a great 
many businesses at one time. An ex- 
ample of the latter were the Guides 
Against Deceptive Pricing. In addi- 
tion, the commission is happy to 
answer individual requests, and we 
maintain a Division of Small Busi- 
ness for this purpose.” 

The areas in which both advertisers 
and the regulatory agency move are 
at times subjective—sometimes a 
matter of interpretation, sometimes a 
violent disagreement as to what a 
commercial or advertisement is say- 
ing. Although the few guides supplied 
to creators of commercials by Mr. 
Kintner are rather tenuous and gen- 
eral, two basic considerations must 
be kept in mind: product X must get 
a fair treatment, at least that given 
the advertised product, and tests or 
proofs of claims must be honestly 
and fully presented. 

If these two paramount concerns 
of the FTC are understood it seems 
likely that the imaginative process in 
commercials production can continue 
unhampered. 


Cigarettes (Continued from page @) 


than 72 per cent of total cigarette 
sales for the year. 

The leading company from the 
standpoint of tv time investments was 
the R. J. Reynolds Tobacco Co., 
which had gross time billings of 
$20,376,277. Reynolds also led as the 
number-one domestic cigarette pro- 
ducer with a 30.3-per-cent share of 
the market. 

“All types of network programs, 
syndicated shows and spot schedules 
were used by the various companies,” 
noted Norman Cash. “This was done 
because tv—unlike other media which 
have either a limited or selective 
audience—reaches all kinds of homes 
in large numbers.” 





Tom Bostic (l.) has been elected 
president of Cascade Broadcasting 
Co. Jack Reber (r.) succeeds Mr. 


Bostic as vice president and general 


manager. At the same time, A. W. 
Talbot, former president of Cascade, 
was elected chairman of the board; 
Jim Nolan, for the past seven years 
Cascade television program director, 
was elected vice president in charge 
of television programs; Bill Grogan, 
general television sales manager, was 
elected vice president for television 
sales, and Joe Kendall, general man- 
ager of Cascade’s three radio stations, 


was elected vice president for radio. 
Cascade stations include KIMA-TV-AM 
Yakima, KEPR-TV-AM Pasco, KLEW-TV 
Lewiston and KBas-tv Ephrata-Moses 
Lake. 












Panel (Continued from page 37) 

stock swindling can also be called 
public Alice 
Ross at Heineman, Kleinfeld, Shaw 
& Joseph, New York, defined public- 


service programs as “any that shed 


service.” Timebuyer 


light on any subject whether it be the 
Middle East, the 


origin of comedy, the mores and 


situation in the 


morals of the aborigines—let us say, 
all non-fiction of interest to an aware 
group...” 

It’s commonly acknowledged that 
advertisers shy away from anything 
that might antagonize a potential 
customer—at least it’s acknowledged 
by numerous critics of commercial 
television. In the opinion of the buyer 
panel, though, nearly 80 per cent 
thought controversial subjects were 
not detrimental to a program’s spon- 
sor if both sides of the issues were 
fairly presented. 

With the policy of “equal time” 
safely ensconced in the tv medium, 
there appears a certainty that the 
sponsors of most public-service pro- 
grams would not be materially 
harmed by the topics selected. Still, 
of 291 respondents to NBC’s question 
10, 32 (or 11 per cent) thought the 
advertiser would meet some resent- 
ment—and possibly a loss of sales, 
service or whatever—if he lent his 
name to the presentation of a matter 
of controversy. The remaining 10 per 
cent of the respondents were in the 
“don’t know” category. 

One man’s viewpoint on the in- 
dustry’s attempt to present fairly both 
sides of all issues is that of Paul 
Silver, president of Paul Silver Ad- 
vertising, Baltimore: “I personally 
feel that the average magazine article 
packs more of a wallop than the best 
of broadcasting to date. Broadcast 
has shackled itself with an ‘equal 
airtime’ attitude toward every major 
item of discussion and a deep under- 
lying fear that a potential advertiser 
might be driven away by something 
the station or network says. Until 
the silk gloves are removed, you will 
never produce truly effective pro- 
gramming in the public interest.” 

The picture isn’t all black. Asked 
by NBC whether it thought the qual- 


ity of tv public-service programs over 
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the past few years had increased, 
decreased or remained static, the 
majority of the panel voted for an 
improvement. “Increased,” said 65 
per cent of 283 respondents; “de- 
creased,” noted 11 per cent, and 23 
per cent found little change. 

One of the negative respondents— 
Ben Leighton, timebuyer at Campbell- 
Mithun, Inc., Minneapolis—stated 
that “much public-service program- 
ming has been a minimal effort, both 
shallow and ineffectual. By use of 
mature, intelligent personnel, man- 
agement control and diligent re- 
search, stations can not only do more 
pioneering, but can program public- 
service features profitably. It is the 
excellence (or lack of it) that deter- 
mines advertiser-agency interest in 
public service.” 


A Reason 


Media director Ruth Simonds, Ben- 
nett & Northrop, Boston, offered both 
a critique and a reason: “Except for 
the few network or large-company 
operated stations and some very few 
fine independents, the average small- 
station operator has no interest in 
public-service programming as such. 
He has no interest personally in cul- 
tural or civic things and so doesn’t 
think anyone else has. He sees broad- 
casting as business, not as a. . . 
medium to improve the world physi- 
cally and intellectually.” 

“The responsibility for public- 
service programming lies with the 
broadcast industry,” said question 14 
in the panel questionnaire. “Do you 
feel the heavy users of broadcast 
time (ie., major corporations) 
should share this responsibility by 
sponsoring some of this programming 
in the same way they support scho- 
lastic awards, etc?” 

A strong 68 per cent of 285 re- 
spondents affirmatively, 
while 22 per cent thought the respon- 
sibility should lie solely with the 
broadcasters, and 10 per cent had 
“no opinion.” 


answered 


A Detroit agency man appended, 
“Advertisers who can sponsor such 
programs should do so as part of 
their community responsibility. How- 
ever, obligation to do so is not solely 
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that of advertising; stations and 
networks should also participate on 
their own by sustaining more pro- 
grams than they do now.. .” 

From Milwaukee, Howard M. Paul 
of Van Handel Advertising pointed 
to sustaining programs as the cause 
of mediocre public-service shows in 
general. “Little money, even less 
effort, goes into them,” he said. “The 
majority . . . are thrown together 
merely» to make good reading in 
station reports to the FCC.” 

The opinion panel was queried as 
to whether there were basic objec- 
tions to placing spot commercials 
adjacent to public-service programs, 
either sponsored or sustaining. Better 
than six out of 10 buyers said they 
had bought or would buy availabili- 
ties around p.s. telecasts. Some 15 per 
cent seemed to be against such pur- 
chases, while 22 per cent were un- 
decided. 

Speaking about a problem that 
could confront a buyer interested in 
scheduling a public-service program 
spot, account executive Gordon John- 
son of Gardiner Advertising, Salt 
Lake City, said, “Local tv has limited 
time available for local sponsorship 
and spot buys in prime evening time. 
Therefore, public-service activities 
that may be telecast on a one-time 
basis must be burdened with com- 
mercials. . . .” 

From a full-time-sponsorship angle, 
the future of public-service program- 
ming appears bright, at least in the 
minds of 64 per cent of the panel 
members. Of 290 respondents, 186 
felt that advertisers would be more 
inclined in the coming years to spon- 
sor such programs. Only nine per 
cent felt no increase in sponsorship 
would be forthcoming. About one- 
quarter joined the “don’t know” 


ranks. 
“Money And Brains” 


“Contrary to some strong opinion,” 
said Curtis G. Williams, owner 
of Cushing-Williams Advertising, 
Phoenix, “I feel that good, effective 
public-service programming will have 
to come from heavy users of broad- 
cast time. This stuff all takes money 
and brains and . . . this means from 


successful business.” 






Tv Sets (Continued from page 33) 


sion, Columbus, 

Currently Muntz Television is run- 
ning five announcements each week 
on WTVN-TV Columbus, with 10-second 
ID’s running Monday, Tuesday and 
Wednesday and minutes on Thursday 
and Friday. Annual budget is ap- 
proximately $9,000. 

“The live presentation of television 
is very important,” in the opinion of 


Mr. Weinhold. 


Color 78 Per Cent 


“ny 


This year “75 cents of every dollar 
spent for advertising and promotion 
will go to television for RCA color 
receivers,” says Earle C. Bracken, vice 
president of Ohio Appliances, Inc., in 
Cincinnati. 

The statement of plans came as a 
result of experience in the past year 
when the RCA-Victor distributor for 
the Ohio-Indiana-Kentucky triangle 
used two participations weekly in the 
Ruth Lyons 50-50 Club (12 noon-1:30 
p-m., Mon.-Fri.), an hour Sunday 
colorcast, Cameo Theatre (6-7 p.m.) 
and participations in colorcast base- 











A general appeal was voiced by 
the panel for more creativity in 
public-service programming. Leonard 
Kay of McCann-Erickson, Chicago, 
pleaded for improvement in writing 
and direction—a plea seconded by 
Kenneth Wittleder of Stern, Walters 
& Simmons, Chicago. Both men also 
suggested greater promotional efforts 
on p.s. shows. “What’s really needed 
to improve the size of the audiences 
is a campaign by the broadcasters to 
raise the image of public-service pro- 
gramming,” said Mr. Kay. “Promote 
shows in other media and in cross 
plugs,” said Mr. Wittleder. 

Promotion, says everyone, is the 
keynote. Public-service must be pro- 
moted to the public as worth view- 
ing, promoted to the timebuyer or 
account executive as worth recom- 
mending to a client, and promoted 
to the advertiser as worth buying. 
If and when such promotion is begun, 
the majority of buyers on the NBC 
Spot Sales opinion panel feels public 
service will get on a paying basis. 
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ball games, all on WLW-T Cincinnati. 
Dealers participated in sponsorship of 
Cameo Theatre in all Crosley-station 
cities including Dayton, Columbus 
and Indianapolis. 

Mr. Bracken reports that at the end 
of the year “appliance dealers report- 
ed a strong demand for color tv sets. 
with supply unable to keep up with 
orders. The hectic pace has dealers 
one and two months behind bona fide 
sales.” 

Sales of color sets in November ac- 
counted for 78 per cent of Ohio Ap- 
pliances’ dollar volume of television 
receivers, and 72 per cent in Decem- 
ber. 

The fall sales bonanza was the result 
of a steady campaign which started on 
the Crosley stations in July and was 
stepped up during the fall, 

“T attribute 80 per cent of the sales 
of color television receivers to the ad- 
vertising and promotion on WLW-T, 
declares Mr. Bracken. 


$42,000 Sales 


“We attribute a big share of our 
tremendous January business this year 
to WLW-A television advertising,” says 
William Sharpe, owner of Sharpe’s 
Appliance Stores, 457 Moreland Ave., 
N.E., Atlanta. 

The company tested television with 
28-minute participations voice-over- 
slide the week of Jan. 18-22. They 
found the experiment so successful 
that the test was followed up with a 
year’s contract for a minimum of 260 
minute announcements, mostly slated 
for daytime segments. 

“Our total appliance business in 
January was over $92,000,” 
Sharpe. “Television receivers and 
radios accounted for $42,000 of this. 
About 80 per cent of this amount was 


says Mr. 


for television receivers and the balance 
in radio. 
of this 


signed a contract for more advertising 


“Because experience we 
on WLW-A and cut our newspaper ad- 
vertising in half,” 


er added. 


the appliance deal- 


Daytime Spots 
Cussins & Fearn Co., 


dealer in television and musical in- 


a pioneer 


struments in Columbus, Ohio, uses 


lv consistently as an ad medium. 


Because of the outstanding sales rec- 
ord for RCA color television receivers 
on WLW-Television stations (WLW-T 
Cincinnati, WLW-c Columbus, WLW-D 
Dayton and WLw-l 
James M. Toney, vice president of 
RCA Victor Television Products, 
awarded to Ruth Lyons, star of the 
50-50 Club tv show, a plaque and the 
title of 
color television” 
RCA dealers’ sales meeting. 


Indianapolis), 


“most colorful personality in 
during the recent 


During its fall campaign on record 
players a goal of 5,000 players was 
set and a budget of $1,000 weekly 
on WBNS-TV Columbus. 

Spots, mostly live minutes, were 
used with a schedule of 20 per week 
over a 12-week period. Most of the 
spots were in daytime segments. In 
addition, the store sponsored a Santa 
Claus program on the same station. 

“We set a goal on our record play- 
C. R. Wun- 
derlich, vice president and assistant 
merchandise of the 
“We exceeded the goal set. We used a 


ers of 5,000 units,” says 


store. 


manager 


saturation program, and it was one 
of the best promotions we have had.” 





Prospect (Continued from page 39) 


Hitchcock intellectualism brings the 
greatest percentage of upper-income 
families to CBS. ABC gets the young 
families with low incomes. 

While it is relatively easy to draw 
comparisons between the high- and 
low-income groups, it is not as simple 
to match either against middle-in- 
come homes. This group is a major 
factor in most time periods, but its 


program-selection patterns, if any, 


have not yet been defined. Happily, | 


the middle-income viewers watch 


more of everything. 


| 






























































“BIG CHEESE’ in Wisconsin 


Not only 3% million people 
but 2 million cows. 





EAU CLAIRE, WISCONSIN 


Luxury Living! 
Sensible Location! 


W orld-Famous 
NEW WESTON BAR & 
ENGLISH DINING ROOM 


wit 
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News (Continued from page 22) 


tant geographic area of the United 
States, speaks eloquently for the vast 
and growing contributions made to 
public service by responsible broad- 
casters throughout the nation.” 
Television stations represented by 
the Petry Co. include Kos-tTv Albu- 
querque, wsB-TV Atlanta, KERO-TV 
Bakersfield, wBAL-TV Baltimore, WGR- 
tv Buffalo, weNn-TV Chicago, WFAA-TV 
Dallas, WNEM-TV Flint-Bay City, 
KPRC-TV Houston, KARK-TV Little 
Rock, Kcop Los Angeles, WPST-TV 
Miami, wisN-Tv Milwaukee, KSTP-TV 
Minneapolis-St. Paul, wsM-Tv Nash- 
ville, WNEW-TV New York, WTAR-TV 
Norfolk, Kwtv Oklahoma City, KMTV 
Omaha, KpPTv Portland, WJAR-TV 
Providence, wtvp Raleigh-Durham, 
wroc-Tv Rochester, KCRA-TV Sacra- 
mento, WOAI-TV San Antonio, KFMB- 
tv San Diego, wNeEP-TV Scranton- 


Wilkes-Barre, KTBS-Tv Shreveport, 
KREM-TV Spokane and KARD-TV 
Wichita. 


Telestudios Tests Tv 

NTA Telestudios has set up an in- 
home television-evaluation service of 
both commercials and programs 
which is expected to gross $1 million 
in its first year of operation. The di- 
vision, called Television Audience Re- 
search, was established, says George 
K. Gould, Telestudios president, be- 
cause of the “need for a more valid 
system of evaluating and pre-testing 
commercials and programs.” 

In combination with Blankenship, 
Gruneau & Ostberg (which handles 
the research). Mr. Gould feels that 
TAR has several built-in advantages 
over its competition: it offers the fa- 
cilities of wnTa-TV New York for 
testing purposes and the production 
facilities of Telestudios for produc- 
tion problems and commercial know- 
how. But the most important feature 
of TAR is its in-home system of meas- 
uring reactions in normal situations 
where a family group is looking at 
its own 21-inch receiver. “We feel 
we will get closer to a valid evalua- 
tion in this naturalistic setting. Most 
testing of this nature has been done 
to date in atypical situations—thea- 
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tres or laboratories—and with atypi- 
cal people.” 

Using a probability sample of ap- 
proximately 200 contacted by tele- 
phone, who are asked to watch a 
given time period on WNTA-TV (for a 
premium), TAR offers in-home per- 
sonal interviews immediately follow- 
ing the telecasts. The entire proce- 
dure can be done in approximately 
two and one-half hours. Separate and 
independent samples are drawn for 
each test, and complete reports are 
compiled within 10 days of the inter- 
view. 


Four Areas 


TAR interviewers concentrate on 
four separate areas: recall index (the 
extent to which separate elements of 
a commercial are remembered) ; 
credibility index (extent to which 
claims are believed) ; responsiveness 
factor (extent to which people are 
moved to buy the advertised prod- 
uct), index 
(how commercial fits into a particu- 


and program-climate 


lar program or program format). 

In addition, the services of TAR 
are available for special projects. 
Verbatim answers are taken down on 
the substance of 
these or the entire answers are passed 


all surveys, and 


on to clients. TAR can also measure 
the preferences of special income or 
professional groups. 

The large bulk of TAR’s business 
is expected to be in the commercials 
field. It is Mr. Gould’s conviction 
that a “ridiculously small” sum of 
money is spent by advertisers in pre- 
testing their commercials. “Television 
advertising expenditures last year 
amounted to $1.4 billion, of which 
only about $4 million was spent on 
pre-testing, or three-tenths of one per 
cent of every dollar. That makes no 
sense at all when you consider that 
the success of their tv expenditures 
hinges on the effectiveness of the com- 
mercials.” 

For this reason, Telestudios will 
initiate an educational and promo- 
tional campaign for the division’s 
services, hitting both the major agen- 
cies and their clients. Costs, says Mr. 
Gould, who has been working on the 
idea off and on for the past three 
years, will be competitive. 





What, Again? 


The American Research Bureau’s 
returns on the best-liked tv commer- 
cials for January reports Hamm's 
beer once again in the lead position, 
marking the 10th straight month that 
the brew has topped the survey, 
Maypo took second place honors in 
the competition for the third succes- 
sive month, and Piel’s moved up a 
notch into third place. 

Several commercials appeared on 
the January listing after being out of 
the running for well over a year. 
Among these were du Pont, last rank- 
ing in May of 1958; Jello, not listed 
since March 1958, and Kodak, out of 
the competition since July ’58. Two 
other commercials that bounced back 
on the list after an absence of many 
months were Wilkins coffee, last ap- 
pearing on the survey in October, and 
Utica Club beer, missing from the 
list since August of last year. 

Of the 19 commercials listed on 
ARB’s December survey, 14 came 
back to place on the January listing. 

The monthly best-liked tv commer- 
cial survey is based on ARB’s Tv- 
National Reports. Results were tabu- 
lated from diaries placed during the 
week of Jan. 13-19, in which each 
diarykeeper noted his favorite tv com- 
mercial for the survey week. As al- 
ways, these listings do not attempt to 
measure audience size or effective- 
ness, but only indicate a preference 
for the commercial. 


Best-Liked Tv Commercials 


Based on ARB’s National Diary Sample, 
Jan. 13-19, 1960 


Rank Commercial and Agency 

. Hamm’s—Campbell-Mithun 

. Maypo—Fletcher Richards, Calkins & 
Holden 

. Piel—Young & Rubicam 

. Burgermeister—BBDO 

. Jello—Young & Rubicam 

Dodge—Grant 

. Kellogg—Leo Burnett 

. Mr. Clean—Tatham-Laird 

. Kaiser Foil—Young & Rubicam 

. Wrigley—Meyerhoff 

11. Dial—Foote, Cone & Belding 

11. Post Cereals—Benton & Bowles 

11. Seven-Up—J. Walter Thompson 

14. Du Pont—BBDO 

15. Ford—J. Walter Thompson 
15. Johnson’s Baby Products 

Rubicam 

17. Chevrolet-—Campbell-Ewald 
17. General Electric—Young & Rubicam 

17. Ivory—Compton 

20. L&M—Dancer-Fitzgerald-Sample 

21. Kodak—J. Walter Thompson 

21. Wilkins—M. Belmont Ver Standig 

23. Utica Clubh—Doyle Dane Bernbach 
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‘8 Barron B. Boe (|.) and Herbert A. (Eric) Erickson (r.) 
a, have been elected vice presidents of BBDO. Mr. Boe, an account 
at executive assigned to General Mills, was a product advertising 
. manager for Pillsbury Mills before coming to BBDO in 1952; 
in he served the agency first in Minneapolis, then in San Francisco, 
. and joined the New York staff last Jan. 1. Mr. Ericson also went 
a with BBDO in 1952, following an association with the J. C. Penney 
Co. as salesman and copywriter and with Burlington Mills as an 
a assistant advertising manager. Named a BBDO group head last 
of year, he serves on du Pont apparel fibers as account group head. 
r j 
k- . i : . 
d Keith Dresser has joined Geyer, Morey, Madden & Ballard, Inc., as vice president and 
of merchandising manager on the B. T. Babbitt, Inc., account, it has been announced by Sam 
Ma M. Ballard, president of the agency. Mr. Dresser comes to GMM&B from the Babbitt or- 
k ganization, which he served as field merchandising manager. Prior to his association with 
y Babbitt he was special promotion manager for the Pabst Brewing Co. in Chicago. This 
position following a lengthy connection with the Colgate-Palmolive Co., which he joined 
J | in 1949. Four years later he was transferred to the company’s home office in New York; in 
“é 1955 he was named sales promotion manager of the firm’s soap division. A graduate of 
Olivet (Mich.) College, Mr. Dresser was for several years owner and publisher of a weekly 
Ps newspaper, the Land O’ Lakes Advocate, in Cadillac, Mich. 
ne 
g- Sy Radzwiller (1.), who serves as an account executive, and 
si West P. Woodbridge Jr. (r.), who holds the position of ac- 
has count supervisor, have been named vice presidents of Ted Bates 
- & Co., it has been announced by Rudolph Montgelas, president 
he of the agency. Prior to joining Bates in 1955 Mr. Radzwiller was 
ode associated with Grey Advertising as an account executive, while 
is Mr. Woodbridge, who came to Bates in August of 1959, previ- 
ry ously was with William Esty. Elected assistant vice presidents of 
. Bates were account executives John H. Wichtner and John F. Van 
- Deusen Jr. and media supervisor Robert Engelke. 
we 
John D. Burke, a vice president of Compton Advertising, Inc., has been appointed a 
creative director of the agency, it has been announced by Barton A. Cummings, president 
le of the agency. Accounts in his division will include Remington Rand, Ivory Liquid, Hot 
; Point, American Can, General Baking and Comet. Mr. Burke, with Compton since 1956, 
was graduated from Princeton in 1938. He began his advertising career in the mailroom of 
8 Lord & Thomas but was quickly advanced into the copy department. Following his as- 
sociation with L&T he spent several years with Lynn Baker Advertising. During World 
| War II he served as a lieutenant in the Navy Supply Corps, and upon receiving his dis- 
charge he went with Erwin Wasey (now Erwin Wasey, Ruthrauff & Ryan). Joining Comp- 
ton as a group head four years ago, Mr. Burke was named a vice president a year later. 
Elected to vice presidencies of the Boyle-Midway Division of 
American Home Products Corp. are Melvin Birnbaum (1.) and 
Jack Bishop (r.). Mr. Birnbaum joined American Home Prod- 
ucts in May 1959 as assistant to the president, following 13 years 
a. with Knomark, Inc. (Esquire shoe polish), serving successively as 
advertising manager, sales manager and executive vice president. 
. Mr. Bishop went with AHP as product manager of Aerowax and 
Sani-Flush in July 1959. For the previous six years he had been 
an account executive on soap and food accounts at Young & 
Rubicam; prior to that he was with Grocery Store Products Co. 
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ARE YOU HEP? 


Do you belong to the fast-growing 
group of timebuyers who know that 
the fastest growing metropolitan area 
in Minnesota is Rochester? 


Do you know that this rich, expanding 
market has a annual spendable in- 
come of $886 million? 


You are not hep if you don’t know 
that this rich market can be yours 
through KROC-TV. 


KROC-TV delivers 70% sign-on to 
sign-off share of audience. 


Don't delay. Call the Meeker fellows. 
They have all the facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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weve soe fi Camera 


There's the story about a man in 
Hollywood who drove up to his psy- 
chiatrist’s office in a chauffeured Rolls 
Royce and told him that he had a 
problem. 

“But first.” he said, “I suppose that 
you would like to know a little of my 
background. I live in one of the most 
beautiful homes in Coldwater Canyon, 
have two swimming pools (one for 
the children), have a private helicop- 
ter to take me to the beach club, man 
a yacht with a crew of six and gen- 
erally average about a thousand dol- 
lars a month with my Diner’s Club 
bills.” 

The psychiatrist seemed surprised. 

“Under those conditions, it is diff- 
cult to see what kind of problem you 
can have,” he opined. 

“My problem, doctor,” said the pa- 
tient, “is that I make only fifty dol- 


lars a week.” 


Living in this television age: The 
house of the future will come equipped 
with an intercom system, as well as 
kitchen-to-bedroom closed-circuit tv 
for baby-sitting, predicts David Muss, 
president of a building firm which in 
the past 10 years has constructed over 

250 million worth of housing proj- 
ects. 

“The library is coming back in 
homes,” Mr. Muss says, “but only as 
a combination recreation and tele- 
vision room. Nobody seems to want 
fireplaces, either. On Beekman place 
in New York City, in a good 30 per 
cent of the apartments, tenants have 
put television sets in the fireplace.” 


And speaking of closed-circuit tv. 
Sol Cornberg, whose Space Commu- 
nications Corp. is doing a land-office 
business in selling closed-circuit 
equipment, reports this bit which 
proves again the validity of the old 
adage: some people can take it but 
they can’t dish it out. 

Mr. Cornberg received a call from 
a man who wanted to inquire about 


the possibility of utilizing cameras 
and monitors for his business. “I have” 
a surveillance problem,” the man said, 

“Oh,” Sol replied, “you're troubled 
with stealing.” 

“Not exactly,” the man explained, 
You see, I own a garbage dump yard 
and my problem is to stop people: 
from sneaking in and dumping stuff 
all over my yard.” 


- * * 


Hair-brained thinking: When one 
of the wits around the office heard 
that Helene Curtis dropped sponsor- 
ship of the NBC daytime serial From 
These Roots, he speculated aloud that 
the show is a natural to be picked up 
by Clairol. 


* * * 


Shorts from Detroit: The constant 
roar of six-shooters and thundering 
hoofs was too much for a Mrs. John 
Smolak of the Motor City. She got a 
divorce when she testified that her 
husband insisted that the only shows 
she should ever watch on television 
were westerns . . . Meanwhile, police 
in this city recently rounded up 34 
“exotic” dancers and brought them 
to police headquarters for a course 
in permissible stripping. 


* e x 


April showers: Now that spring is 
here, a young man’s fancy turns to 
thoughts of lovely secretaries at the 
Katz Agency, advertising reps in New 
York. 

Beginning May 1, five secretaries of 
five Katz television salesmen and one 
sales-service department lass are 
changing their spot-dating campaign 
to a year-around saturation program 
of wedded bliss. 

And making it come out seven for 
Katz, one of the salesman is, as they % 
say, waltzing up the aisle also. 

Now, if the agency could only come 
up with two more matrimonials, it ’ 
would give us a chance to make the 
observation, to wit (or lack of ij 
it is true, after all, that Katz has nine” 
wives. a 1 
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“YOU ASKED FOR IT” IS FIRST IN ITS TIME PERIOD (Sunday 6 pm) AND THE HIGHEST 
RATED SYNDICATED PROGRAM IN PORTLAND, OREGON. 

“YAFI” IS GETTING WHOPPING BIG RATINGS ALL OVER THE COUNTRY...SAN FRANCISCO 
has it first with a 19.4**(Thursday 7 pm). In 7 station LOS ANGELES, ““YAFI"” topped a major net- 
work and all independents with an 8.6* (Thursday 7 pm). And in CHICAGO, “YAFI” is stripped 
Mon. thru Fri. at 4pm and posts a 6.4***. “YAFI" can be first in your market by writing or calling... 


BING CROSBY, Chairman * KENYON BROWN, President 


915 N. LA BREA, HOLLYWOOD OLdfield 6-6050 - 230 PARK AVE., NEW YORK Murray Hill 9-6515 
& Offices in Atlanta + Dallas * Chicago + Minneapolis + Distribution outside U. S.. VIDEO-TEL 
INTERNATIONAL, INC 
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Z: 


*ARB. Jon.-Feb. *é ***Nielsen, Feb. 60 
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There’s More Than — i 
One Side to KERO-TV, Jam 
Bakersfield. : 
It’s the one and only 
advertising medium 
that spreads over © 
the whole of the 
Southern San Joaqul 
Valley, all five 
rich-living counties 
of it. 


KERO-TV 
BAKERSFIELD 


CALIFORNIA’S SUPER-market 











The Original Station Representative 


A TRANSCONTINENT STATION 
CHANNEL 10 
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